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This progwmming did it: 



l-MINUTE EDITORIALS 

The only ones broadcast in Rochester. They include 

station campaigns favoring Foreign Aid. urging 

crosswalk observance, encouraging community improvement . . . 

l-MINUTE SPANISH LESSONS 

By Dr. D. Lincoln Canfield, Chairman of University of 
Rochester's Department of Language and Linguistics. 

l-MINUTE SERMONS 

In the voice of Rochester's Dr. Harold J. Drown of 
Rochester's 3rd Presbyterian Church. 

l-MINUTE POLITICAL TALKS 

1304 of them during the current campaign — one candidate 
per hour — all sustaining. 

LIVE COVERAGE OF CITY COUNCIL 

Also, in capsule form. And, yes, we said live. 

MUSIC EXCHANGE WITH RADIO MADRID 

Introduced, in English, in the voice of Spanish disc 
jockey Pepe Patau. (Madrid hears Rochester s top tunes, 
introduced, in Spanish, by BBF's general manager.) 

...AND, OF COURSE, NEWS COVERAGE by 
5 EXPERIENCED, EVER-TRAVELING REPORTERS, 
AND POPULAR MUSIC PRESENTED BY 6 OF 
THE CITY'S MOST SEASONED BROADCASTERS. 




R O C H E s I E R , N Y. 





community 
service 
of the 
highest order 






litHntmhfe Chvstvr KonaL Mayor of thv City of liitjjttlo* 
hub of tin* nation's /«>/// nmrLrt 

May I take this opportunity to commend WKBW for conceiving, producing 
and giving to the people of Buffalo this hcantifiiK moving musical tribute: The 
Ballad of Buffalo. 

This great city and the great Niagara Frontier combine the finest benefits of liv- 
ing, working and playing for its over 1,250,000 residents. The Ballad of Buffalo 
has captured in words and liinsie the exciting drama of onr people and our 
institutions. It records onr past and present greatness and gives promise of an 
even greater future. My sincere compliments to Mr. Herb Mendelsohn and the 
entire staff at WKBW for the Ballad of Buffalo. 



Mayor of liuffalo 



If you would like a copy of Ballad of Buffalo write on your letterhead ta Herbert Mendelsohn, Vice Preiident ond General 
Manager WKBW RADIO, U30 MAIN STREET, BUFFALO 9, N. Y. A Capitol Cities Broadcasting Corporation Station. 



WPEN wins more top awards for 
news in Associated Press Competition 

than any other radio station 
in Pennsylvania . . . 




Results of Associated Press Awards to Radio Stations in Pennsylvania . . . 



OUTSTANDING 
WOMEN'S NEWS 


OUTSTANDING 
COMMENTARY 


EDITORIALIZING 


OUTSTANDING 
REPORTING 


OUTSTANDING 
NEWS OPERATION 


FIRST WPEN 


FIRST WPBS 


FIRST WCAU 


FIRST WPEN 


FIRST WCAU 


■ 

■ 


SECOND ... WPEN 

■ 


SECOND WPEN 




SECOND ... WPEN 



You can't win 'em all, but we believe the above record supports our 
claim that your commercial gets a pretty good break on WPEN. 
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HOOPER 
CLOCKS 
SENSATIONAL 

KSO 

RATING SPURT! 




NOW TIED FOR 1st! 

1 1 had to happen! Unique new 
programming vigor has pushed up 
KSO neck and neck u ith Dc • 
Moines 1 longtime top-rater Sta 
tion l R.' The new look in Dos 
Moines radio — KSO 30.7, Sta- 
tion 'R' 30.5, Station T 17.9. 

That's a 56 per cent gain for 
KSO since the previous Hooper, 
versus a 1 l r '< slide for Station 'R 1 
and a H ( \ slide for Station 
Computed from Hooper Share of 
Audience, Mon. thru Fri., 7 a.m. 
6 p.m. — July-August 1962. 

DES MOINES and CENTRAL IOWA 




LARRY BENTSON FRAN K McClVERN JOE FLOYD 
President Ccn. Mri-. Vice- Pre* 

Represented by H-R 



Miricontinrut Brotith ttxting (>rmtj> 

KSO radio Dcs Moines. KELO-LAND tv and radio 
Siou< Falls. S. D.; WLOL am, fm Minneapolis- 
St. Paul; WKOW am and tv Madison, Wis 
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NEWT N' BARRY 

1 jh loscd \ou will IhkI a ( «>i>\ ol the 
km ol m\ Cliinigo speech. \s 
\ou will see. m\ comments on i\ 
were eniheh incidennil to the main 
i heme ol lhe speec h. And, ol ( oin sc, 
\on will lind ih;n I olleied no pro- 
posals loi solving the problem. 

SiiK e I did not adveu ate the 
methods wni attiihiite to nu\ I (an 
onl\ ( oiu hide that \ou were "w hol- 

/ 4 

l\ misguided, wholh mistaken, and 
wholh insincere" in your printed 
remaiks ol September M). (Com- 
mercial Com mcniary) . — BARRY GOLD- 
WATER, United States Senate, Washington, D.C. 

Re: Com mo < uil Com mcitttny 1(1 
Sepiembei. It makes me pioud to 
know thai in our bateuiin there 
are responsible, outspoken defend- 
ers oT the AmniMii wa\. Keep 'em 
( oming. — AMBERT DAIL, manager. WGH, 
Norfolk, Va. 

ANTI dog-eat dog 

1 was unhappy to note in Sjyonsor- 
S(oj)c (August 1,1) the suggestion 
thai spot radio salesmen had bettei 
muster their forces to counter- 
attack netwoik radio's elloits to 
obtain the Campbell Soup business. 
The A lid Radio Network, lot one, 
ncvei sells against spot radio. Xet- 
woik's roiupetiiois are the othet 
national media, netwoik television 
and national magazines. We Inmly 
beliei e that the advei tisei \ basic 
marketing reasons lot buying spot 
an* much dillereni lioni his leason 
loi bii \ i tig net woi k, and rnreh 
should lhei e be a ( on 11 it t. 

It behooves all ol radio to sell 
moie radio, on its own meiit or 
ag<n'nsi other media. Radio will 
gel nowhei e b\ t lie dog-eat -dog 
ilieoiyol selling against itscll. Mid 
Radi<) operates on th.it theory Ad- 
veiliseis and stations know ii. Per 
haps that's one i eason win we ha\e 
added se^ ei al leading si a i ions io 
our network in the past Vear and 
perhaps it's ;i leason win out salc^ 





Letters to 
the Editor 



aie IS', ahead ol last \eai . — ROBERT 
R. PAULEY, president, ABC Radio, New York. 

THE "NEW" SPONSOR 

You have c ertainh 1 n lid led \our 

/ 4 

objectives in the "new" stonsok. 

lhe (hauges (ontiibule a sur- 
prising degice ol improvement to 
,i foimat ^vhi< h was good as was. 
—VIRGINIA L. GRIMES, public relation direc- 
tor, Geyer, Morey & Ballard, New York. 

Have jnsi linished reading the 10 
Sepiembei edition ol sponsor. 

Congratulations! The now* loi- 
mat is indeed bright*, die spot news 
hems are highlighted ellec tivel\ in 
a briel, concise, and inlormaine 
manner. 

I am thoroughly delighted with 
\oui hue-lifting job. Also would 
like io request lilieen reprints ol 



\otn \er\ meat} article, "Airlines: 
Wh) Spot Radio dan Help."— LEE 
MORRIS, sales manager, WSB, Atlanta. 

SPONSOR IS ALWAYS MUST 
READING WITH ME. NOW 
YOU'VE MADE IT SO EASY 
1 HAT IT'S A JOY. TOO. — PHYLLIS 
DOHERTY, director oi publicity, WNAC, WNAC- 
TV and the Yankee Network. 

We like the c hanges in sponsor 
magazine. Keep up the good work. 
—BOB HIX, Bob Hix Co., Inc., Denver. 

First of all, I want to congratulate 
\ou on the continuing excellence of 
\our maga/ine. We find it most 
informative and quite hclplul in 
keeping up with events in broadcast 
media. 

Secondly, 1 should like to know il 
it would be possible to purchase 
250 i epi ints of the stoi \ "Now 
Telev ision Areas Equal Sales Areas" 
which appeared on page 27 of \our 
September 3 issue. We will, o I 
(our.se, be happy to pay for these.— 
RICHARD D. HARVEY, adv. and sales promo- 
tion mgr., Fanta Beverage Company, Atlanta. 



4-WEEK CALENDAR 



SEPTEMBER 
RAB regional management conferences: 
21-25. Hilton Inn, Ulanta, (.a.; 27- 
2H, Dearuood Inn, Dearborn, Mich- 
i"<m. 

Assn. of National Advertisers wmkshop 
on adverting io business and indus- 
iiv; 2"i-2f>. Hold Pla?a, New Voik. 

International Radio and Television Society 
newsmaker luncheon honoring 1C(. 
Chairman New ion Minou 27. Hold 
Roosevelt. New York. 

National Federation of Advertising Agen- 
cies Wesiern regional meeting: 27-30. 
Doric \cw Washinglon lloiel, Seal 
lie. 

OCTOBER 

Advertising Research Foundation eighth 
annual conference: 2, Hold Conmio- 
doie. New Yoik. 

National Federation of Advertising Agen- 
cies mural regional meeling; 3 7, l\\ 
ecnihe HoiHc. Chicago; eastern re- 
ojoual nuTiing. 12-11. lunloi lloiel, 
\llcinou n, Pa. 

Advertising Federation of America third 
distiici meeting. 11-1.'?, llolcl Cohnii- 
hia, Columbia. S. (..; sevenih district 
meeling. 11 lfi. Hcinnuge. Naslnille. 
I enn 



RAB regional management conferences: 

1-2. Glenwood Manor, Overland 
Taik, Kansas 1">, Western Hills llo 
lei, Tori Woiih, 1 c\as. 

Advertising Research Foundation eiglnh 
annual conference: 2, Hoiel Commo- 
dore, New Yolk. 

National Association of Broadcasters hill 

conferences: 1;V16. Kinklcr-Plaza Ho- 
ld, Atlanta. Georgia; 1819, Bihmoic 
lloiel, New Voik; 22-23. lulgewatei 
Bench Hotel, Chicago; 2V2<>. Mallei - 
llilion. Washinglon, 1). C. 

American Association of Advertising Agen- 
cies cm iral regional meeling: 17- 1 8, 
Holel Ambassador West, Chicago; 
20 2"> uesiem region convention. Hil- 
ton Hawaiian Village. Honolulu, Ha 
w aii 

National Assn. of Educational Broad- 
casters 1 952 annual coin eni ion: 21 
25. Hoiel Benjamin Franklin, Pinto 
delpbia 

Broadcasters' Promotion Association an- 
nual eonveniion; 2S-.'H). 1 lolidav Inn 
Ceniral, Dallas. 

International Radio and Television Society 

lime bmhig and selling seminar: be- 
gins .SO. 
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YEARS OF SERVICE TO 
THE MID-SOUTH 
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Affiliated with CBS Radioy^Represented by the Katz Agency 



WHICH 

IS THE IOWA 
FARMER? 



Farmers account for slightly less than half of 
Iowa's total income. But the average farmer 
in Iowa has an annual income of $14J0Q! 



This is important to you in your business. 
He (and his family) is as good a prospect — 
travels as much, eats as well, dresses as well 
and drives as handsome cars— as his prosperous 
city* brother in Iowa, or East of the Hudson! 

Are your safes in Central Iowa as high 
per capita as they are, say, in Chicago? 
If not, we venture to suggest it may be 
that you're not doing as much "cultiva- 
tion" in Iowa as elsewhere. 

Talk it over with jour PGW Colonel. He 
ma}' have an eye-opener for you. 



WHO-TV is part of 
( cntral Broadcasting Company, 
which also owns and operates 

WHO Radio, Dcs Moines 
WOC and WOC-TV, Oa\cnport 
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WHO-TV 

Channel 13 • Des Moines 
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NBC Affiliate 

^Peters, Griffin, Woodward, Inc. 
KationM Representatives 
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SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

24 September 1962 



J. WALTER THOMPSON SNAGS LISTERINE ACCOUNT 

Again con]) of the week wns J. Walter Thompson's acquisition of the sf>- 
niillion Listerine account from what appears to be the liquidation ol Lam- 
bert & Fcasley In the Warner-Lambert empire. For background on the Lvl* 
situation see SFOXSOR-SGOPF. page 15, 

COLGATE CLAIMS LEAD FOR AJAX ALL PURPOSE CLEANER 

Xine months alter the national introduction of Ajax AFC, the new product is 
claiming first place in the S ( J0 million liquid cleaner market, above Mr, Clean. 
Lestoil. and Handy Andy. Its "white tornado" campaign spends heavily in 
network and spot tv, via XCXK. The product came up ver\ fast — but its claim 
to First place is not confirmed by the Nielsen indexes, which show Mr. Clean in 
the top slot. 

TV FILM MEN WALK OUT ON NAB 

The four-vear running controversy between the svndicators and the XAB over 
convention exhibits culminated in a decision made last week by 18 hint com- 
panies to exhibit at a different hotel without X \B ties in Chicago during the 
1063 convention. Several ol the svndicators were also dropping their associate 
memberships in the XAH. However, the film men took great care to point out 
that the divorcement was strictly amicable and there was no ill lecliug. Those 
who participate in IFF will contribute to delray costs on a sliding scale, de- 
pending on their annual volume. (For story, sec j). 27.) 

CBS, NBC RADIO OFFER ORBIT, ELECTION SPECIALS 

CBS Radio is offering the forthcoming Schirra orbits of 28 September lor a 
total package price ol 555.000 for intermittent coverage and 37 commercial 
minutes. XBC Radio is packa<rinir 7 hours ol continuous coverage with 5(1 
commercial minutes for 583,000 — half of it to be 518,000. For election night 
CBS Radio is offering 30 commercial minutes in its package for S75.0OO, 
XBC intends to have an election night package as well, 

MUTUAL AFFILIATES COMMITTEE MEETS 

I he advison committee of Mutual Radio affiliates, meetinir in Jamaica. West 
Indies, this month discussed afliliate-network relations, fall programs, daih 
schedule expansion, the sales outlook, a new network "logo." redisricting, 
advertising, promotion, and sports. 

HARPER: ADVERTISING BECOMING MORE TRUTHFUL 

Marion Harper, Jr.. president and chairman of Interpublic, Inc. described 
progress toward more truthfulness in advertising in a talk be lore a joint 
session of the AAA \ Xew England Council and the Boston Ad\ crtisimj; Club 
last week. Harper distinguished between objective qualities, verified b) ph\s- 
ical standards, and subjective ones, which cannot be measured, lo Harper a 
major question facing the industry was this: "Can advertising agencies help 
develop 'truth in advertising' in the area of subjective and ps\chological 
values"-" Harper stated that responsiveness to the consumer leads to more 
truthful advertising. 
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,A^ A/l -,r^ lirrri/i Top of the news 

|\ in tv/radio advertising 
(continued) 



GENERAL FOODS DOUBLES SPOT TV OUTLAY 

Spot tv men were encouraged by the rise in quarterly spending of General 
Foods — Sf>.8 million in H)(52\s first quarter, compared to ,S3.(> million the year 
before. Increased spending on behalf ol Post cereals in the second quarter 
was a major factor behind spot's 18 r < r advantage over network for the first 
six months of 1962 — Si 1.5 million in tvspot and $9 million in network time, 
(For details, see SFOXSO R-SCO PE. 16.) 

JWT TO USE COMPUTER FOR RESEARCH AND MEDIA 

Latest agency to order a computer lor business data processing, market research, 
and media analysis is J. Walter Thompson, which will install an RCA 301, The 
computer will be put in use in 1963 and is said to be the first of its type to 
employ high speed circuitry in the advertising held. JWT will start the 
machine off on accounting assignments and then gradually develop marketing 
and media programing for it. 

. . . THE WEEK OF THE COMPUTER 

Two top agencies this week are ballybooing the installation of new com- 
puters. On Tuesday, YJvR will celebrate the installation of its brand new 
IliM 1620 media model computer. Then on Wednesday, liliDO will unveil 
its Honeywell 100 computer to be used for marketing, media, and research, 

COMPROMISE ENDS MCA ANTI TRUST SUIT 

Federal anti-trust investigations of MCA, in progress for the last decade, ended 
last week with a consent judgement. The Government allowed MCA, which 
already has dropped its talent agency, to acquire I'tiiversal Pictures and Decca 
Records. In exchange, MCA promised not to merge with any tv or movie 
conipain lor seven vears, to refrain from tie-in sales and block bookings, and 

l J J O ' 

to lelease to tv I'niversal's 215 post-1918 movies only through other distrib- 
utors lor live years. MCA, through Revue, already is a leading tv producer, 
and is expected to attain comparable rank in motion pictures via Universal, 

PULSE TV PROFILES TO INCLUDE DEMOGRAPHIC DATA 

Research for the sixth Pulse Tv audience proliles, which begins in Novem- 
ber, will include demographic data in addition to product reports on indi- 
vidual programs, covering cigarettes, drugs, automotives, cosmetics, and soaps 
and detergents. 1 lie full report will cost agencies and advertisers' S9f>0, Spe- 
( ial questions will cost subscribers an additional S200 each, 

MAJOR CHANGES FOR TV SPECIALS SEEN IN 1962-63 

I v spec ials which began ten years ago this season — are to undergo important 
changes this fall, with more news and information specials, fewer entertainment 
specials, more expensixe entertainment shows, fewer single network sponsors, 
and healthy business for locally sponsored public allairs. [For story, see /;. 23.) 

SPONSOR-WEEK continued on page 58 
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Where Philadelphia Counter Spies 

Found Stella D'oro 



First, "they" heard about Stella D'oro biscuits 
and bread sticks via an exciting "Be a Counter 
Spy" schedule and contest on Radio (on WIP: 
140 announcements in four weeks). Purpose 
of the campaign: To create awareness (not 
sales) for Stella D'oro display racks. (These 
were often placed in hard-to-find locations). 

As part of the contest, people were asked to 
describe the exact location of Stella D'oro racks. 
results of the campaign : Thousands wrote 



in and correctly identified specific locations. 
In a matter of weeks, sales figures showed an 
actual increase, reversing a downward trend. 
OUTCOME of the campaign: Stella D'oro 
now begins a year-long "hard-sell" campaign 
exclusivel y on one station, WIP Radio. 

Schedule your next Philadelphia campaign 
on wip because: Nice things happen to people 
who listen to (and advertise on) WIP, Philadel- 
phia's Pioneer Radio Station. 



WIP/610, Philadelphia 

I ARVEY L. GLASCOCK, V. P. & GEN. MGR. REPRESENTED BY METRO BROADCAST SALES METROPOLITAN BROADCASTING RADIO 




ALL 
THE 
GREAT 

ABC 
SHOWS 



Unduplicated coverage 
makes WSU N your most 
efficient buy in the Tampa 
Bay market, 




Tampa - St. Petersburg 



'COMMERCIAL 
COMMENTARY 



by John E, McMillin 




Computers, creators, and GIGO 

It was Mel Goldberg, iormerh of Westinghouse, 
mow research v. p. at NAB, who explained to me 
recent 1\ the GIGO theory oi computer operation, 
and it has haunted me e\er since. 

"With computers/* sa\s Mel, "\ou\e got to re- 
membei one simple law, the GIGO print iple, 
which means — Garbage In, Garbage Out." 

In other words, it's what you feed the beast. 

If \ou shovel i mo a computer's gaping maw de- 
caying facts, rotting theories, reeking assumptions, malodorous prej- 
udices, and stinking suppositions, then what comes out ma\ look like 
a miracle ol modern electronics, a triumph of speech scientific brain- 
work, 

But it will still be garbage and you'd better watch out lor it. 

I suspect that the GIGO theor\ is particular!) important to all of 
us in the acl business who, in recent years, have been templed to fool 
around with computers. 

Perhaps if you are a scientist at M.I.T., Gal. Tech., or attached to 
NASA and engaged in tracking Venus shots and moon probes, the 
incidence of garbage in computer dietetics will not be troublesome, 

What you're feeding into your machine are, in the main, hard 
mathematical iacts and coldly inhuman calculations. 

But in advertising it is quite d liferent. We're dealing principal!) 
with the intangibles of human behavior, and these can set up traps 
lor ever\ hard-nosed research man at BBDO, YRrR, JWT, or am 
other agenc\ which lias invested a million dollars or more in one ol 
the glittering toys. 

Let's see if we can ligute out a lew ol the pitfalls and pratttalls 
which are attendant on computer malnutrition. 

Can he compute his own wife? 

Probabh the most frightening danger is the extreme vocational 
emotionalism of the computer boys themselves. 

Show me a man who is fiercrl) determined to apph "science" to 
the complexities of human lelations and, nine times out of ten, 1 
can show you a loiimecl individual who is driven half mad b\ a hot, 
throbbing, passionate need to make foi inula ted sense out of the 
unknown. 

You can obseive this phenomenon in the academic world, in doz- 
ens of sociologists and psychologist*. Yon can see it quite clearly in 
the business world, in scoies ol ;icl manager*, research experts, and 
company presidents who want to make advertising "more scientific." 

Their goal itself is admirable enough. But it is the personal emo- 
tionalism they bring to their wot k which often nicks the unwan. 

For, in their llaming deshe lot then goals, the) aie \v\\ apt to 
« onfu.se what is mereh unknown with what is \htn.dl\ unknowable. 

■ * 

Suppose, lor example, the) aie deteuuiucd to nieiisme, ihait, com 
pute and predict the beha\ioi ol l\ S. honsewi\es on a t\pical busi 
ness problem- biand pielemice, bmiug habits, t\ viewing, 01 icac- 

(Plra.w tuni to fm^t* 20) 



Get all the facts from. 
Natl* Rep. Venard Rlntoul 

& McConnell 
S, E. Rep. Jamee S. Ayers 
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In Detroit 




WW J 




SBWSMAS 



Dwayne Riley typifies The WWJ Stations' leadership in news reporting. A seasoned special- 
ist in broadcast journalism and holder of a prized citation for reportorial excellence, he has 
received wide acclaim for his recent 26-program documentary investigation of Michigan 
prisons. Riley is another key figure in the great WWJ News operation— the only local service 
that includes: 

• 13-Man Broadcast News Staff — Michigan's Largest 

• Newsgathering Resources of The Detroit News 

• NBC Correspondents in 75 Countries 

WWJ 4 news k WWJ-TV 

STATIONS 



Owned and Operated by The Detroit News 



National Representatives: Peters, Griffin, Woodward, inc 
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Another example of the 
Stoier Stations' 
Community servic 



" Thoughtful, 
courageous, imaginative 



wi 



I-TV 



editorials 



are helping Wisconsin 
citizens to understand 

key public questions 
by presenting soundly 

reasoned opinions." 

Senator William Proxmire 

1962 CONGRESSIONAL RECORD - SENATE 
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Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 
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Madison Avenue's No. I topic of speculation the past week concerned tin* fu- 
ture of the Lambert & Feasley agency and the Phillips Petroleum $7-8-millioii ac- 
count. 

Warner-La nibert started the talk when it sought to find an answer to the problem of 
whether its agency, as sen ices are now composed, has reached its zenith and whether 
the W-L-owncd operation should he la) sold, (hi merged or Id reduced in force 
and ahsorhed in the corporate structure. 

Warner-Lainhert subsequently broached six or seven agencies as to their interest in 
absorbing Lambert & Feasley, whose No. 1 W-L item is Listerine. 

When Phillips got wind of Warner- Lambert cogitations it set up dates with 
five or six agencies in New York for the Immediate purpose of getting a line on what 
agency to choose if L&F ceased to have its present identity. These calls were made 
last week. 

According to skuttlebutt in the drug trade, Warner-Lambert's soul-searching re Lambert 
& Feasley has stemmed in significant part from the inroads made on Listerine's 
market by Johnson & Johnson's Micrin (Y&R). In other words, while Listerine still 
holds the major share of its market, perhaps the time has come for the product to look 
to a large agency for the added service it might need. 

Report as the drug trade has it: Listerine (estimated at S3-4 million) will wind up at 
JWT, with Lennen & Newell latching on to the cosmetic items. 



The subject is a little touchy for P&G, but word has drifted into the spot tv 
field that the Cincinnati giant has become irritated with those stations on this side 
of the border inclined to raise their rates to embrace their Canadian audience. 

One report accruing from this circumstance is that P&G is considering cancelling its 
spots on a station that had recently acted on the Canadian premise, but this was 
firmly denied by Benton & Bowles media last week. 

P&G, as is generally known, maintains its own tv empire in Canada and hence, it is 
assumed, regards any reach from this side as something it can casually absorb or 
pass up graciously. 

There's a midwest advertiser who has a hunch that radio still has what it takes 
to make a big splash in the area of news commentary. 

He's scheduled to come to New York this week to talk to his agency about sponsoring 
each month an hour program dealing in depth with current national and inter- 
national issues. 

The advertiser is convinced that this sort of radio special will have considerable mer- 
chandising punch for his sales staff. 

Sellers of national spot tv have been relieved in hustling fashion of their re- 
cent plaint that there are still a lot of prime 20's available for the fourth quarter. 

What with fringe minutes being so tight that stations in the top markets -can't fit any 
more of them in even with the proverbial hornshoe, agency buyers have taken to the 20's 
as though they were nuggets they had been looking for all the while. 

This turn of events, judging from a consensus of major reps, bodes the tightest spot 
market for at least October-November since the lifting of the station freeze. 

By the way, stations generaljy w on't have to worry about spots opened up by ac- 
counts disposed to take a December hiatus, such as cold remedies, for instance. There 
are plenty of pre-Christmas type of advertisers, say reps, ready to move in. 
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Have you uotircd all the action going on in tv from the spray starches? 

Well, marketers of packaged grocery goods seem to differ about their l*>»g haul com- 
petitive coexistence, a la the allpurposc detergent brands. 

One school of such marketinginen takes the view that the sprays are ruling the crest 
of a fad and that in a year or two the survivors will have simmered down to perhaps 
the older line brands that maintain a steady and consistent air exposure. 

Meantime as the brands proliferate — there are more in the aerosol testing stage — tv's toll 
from the category zooms. Among those in the fray are Corn Protl net's Niagra, Boyle- 
Midway's Easy-On, Lestoil's Leslare, Pillsbury's Tidy and Simoniz's Reddi Starch. 

Even Anheuser-Busch — and this is far out in diversification — has joined the crew of 
spray starch producers who confine their distribution to selected regions. 

Spot tv might find this item worthy of tub-thumping: General Foods' expendi- 
tures in the medium for the second quarter of 1962 were almost double what they 
were for the year before. 

The comparison: first quarter of 1962, $6,766,000; first quarter 1961, $3,527,- 

000. 

Also worthy of note: General Foods' gross time expenditures in spot tv for the 
first six months of 1962 exceeded the time outlay for network by almost 18%. 
The first half comparison: spot, $11,530,000; network, $9,800,000. 

What probably accounted for the huge boost in GF's second quarter billings was the ex- 
tra-heavy promotion of Post cereals. 

The two top^un and virtual survivors of the liquid diet field, Metrecal (K& 
E) and Pet Milk's Scgo (Gardner) are now having a go at the soup field. 

Sego's product is a tomato flavor that ean be taken cold or heated up as a soup, 
while Metrecal is introducing three actual soups — cream of tomato, clam chowder and split pea 
with ham. 

What's significant about the pair is that they alone in a field glutted with competi- 
tors just two years ago used tv on a regular and burgeoning basis. 

Metrecafs lately been inclined to put its largess into network spot carriers and day- 
time, whereas Scgo is still bulky in spot, particularly in markets where the parent eompany 
has substantial distribution. ^ 

The latest chapter being written by the cat food market — which up to uow has 
been a rather timid story as far as advertising goes — is the splurge uncorked by 
Kalston (Gardner) for its Purina Cat Chow, covering 185 tv markets. 

Ralston's move could be the fuse for a competitive outburst among the cauuers of 
cat food, which includes Puss *n' Hoots and Geueral Mills* Three Little Kittens brand 
(Tathani-Laird) , 

Incidentally, it was disclosed at the annual Pet Foods Institute convention in Chieago 
last week that American pet owners bought more than $527 million worth of do** and 
cat victuals in I960. This represents a sales increase of 79% for dry pet foods and 
59% for cauned dog foods and 68% for canned cat foods in the past six years. 

Also that this product accounts for V/c of the annual sales volume in retail grocery out- 
lets—which in itself is quite a leap from the tahlescraps days. 

Campbell Soup has renewed its daytime spread on NBC TV for the first quar- 
ter of 1963 even though the victnalcr's debut into this area of media doesn't take 
place until this week. 

The renewal, which comes through Ncedham, Louis Brorby, is worth ahout 
$500,000. 

A portion of the daytime allotment came from network radio, which is now cntireb 
out of the Campbell media picture. Spot radio's cutback was piddling in comparison. 
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The now season's believe-it-or-not: even though the show hit the No. 1 spot in 
ratings hist season, Ford (JWT) has had to Imy clearance for Hazel on a cardrate 
basis. 

The spot buys are, natural!), on other than MJC TV affiliates* 

What happened: when the show was announced some NBC TV affiliates were dubi- 
ous about the likelihood of a show centered around a housemaid eliciting and 
elected to comit themselves for something else in the Thursday 9:30 EST period. 

Ford wanted no d.b.'s on such stations the second season. 

ABC TV continues to make capital of a commercial facet that it wasn't immersed 
in the year before, namely Saturday kid programing. 



TIME 

11 a.m. 
11:30 a.m. 

12 Noon 
12:30 p.m. 
1 p.m. 



PROCHAM 

Make a Face 
Top Cat 
Bugs Bunny 
Alakazani 
Flicka 



sponsohsiiip 
Milton Bradley, half; Welch, a minute. 
Transigram, two-thirds; Chunky, a minute. 
General Foods, all. 

Marx To)s. two-thirds: Lakeside Toys.a third 
General Mills, half; rest a\ailable. 



Two some knowledgable agency people this season^s surge toward Saturday 
kid programing is overcast by a sense of uncertainty. 

The Saturday schedules are heavily loaded with toy advertisers, and the question 
these agency skeptics raise is this: since toy advertisers have, on the record, been of 
the hit and run type will this expanded structure of youngster programing be able 
to recruit enough replacements after the fourth quarter to put it on a stable 52- 
week basis. 

Of the toy gentry at least two are expected to prevail as year-round network investors, 
namely Marx and Mattel. 



All three tv networks are running 16% ahead in total daytime hours sold for 
the first nine mouths as compared to the parallel stretch for 1961. 
The sinner months (July, August, September) are up 29%. 

The source of the figures is NBC Corporate Planning and here's its breakdown of the 
sponsored time by network over the nine months: 



MONTH 

January 

February 

March 

April 

May 

June 

July 

August 

September 



NBC TV 

19 hrs., 40 min. 

22 hrs.. 30 min. 

23 hrs., 3 min. 

20 hrs., 55 min. 
22 hrs.. 3 rnin. 
19 hrs.. 40 min. 
22 hrs., 45 min. 
25 hrs., 15 min. 

24 hrs., 15 min. 



CBS TV 

23 hrs., 40 min. 
28 hrs., 53 min. 
27 hrs., 28 min. 
25 hrs., 25 min. 

23 hrs., 38 min. 
22 hrs., 5 min. 
25 hrs., 13 min. 
25 hrs., 10 min. 

24 hrs., 20 min. 



ABC TV 

18 hrs., 35 min. 

21 hrs., 45 min. 

22 hrs., 40 min. 
18 hrs., 55 min, 
22 hrs., 10 min. 
22 hrs., 55 min. 
1 1 hrs., 55 min. 
17 hours 

20 hrs., 25 min. 



TOTA L 

01 hrs., 55 min, 
73 hrs.. 8 min. 
73 hrs,. 11 min. 
65 hrs.. 15 min. 
67 hrs.. 51 min. 
64 hrs.. 40 min. 
59 hrs.. 53 min. 
67 hrs., 25 min. 
69hrs. 



There^s a newcomer to the daytime retinue whose rating ochlessy yon can expect 
ABC TV to follow with special attention and that's the Real McCoys renins that CBS 
TV is locating opposite the Ernie Ford show r (11-11 :30 a.m.). 

ABC TV will be particularly interested in the McCoys' composition as far as women 
are concerned. 

The network wonl worry overly if the situation comedy has a strong pull with 
the kids, but if it scores strongly with housewives ABC TV may not he too reluctant to 
carve out another niche for the Ford show. 
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Here are a couple notes of things happening on the tv rating service front. 

1) Nielsen will release at the end of this month its study of the adult audience 
profile and early and late fringe evening time. The periods spanned will be 5 to 7 
p.m. and 11 p.m. to 1 a.m. 

2) Trendex will do a special evening report on network tv programs in Oc- 
tober, showing sets in use, ratings, shares, audience composition, program selec- 
tion and flow of audience. ABC TV and NBC TV have subscribed. It'll also be available 
to agencies. Technique: 1,000 coincidental phone calls each quarter hour from 
7:30 to 11 p.m. in 24 markets. 

Call it any Freudian term you will hut there are radio station managements in 
the midwest that are giving thought to reviving some of the old successful shows of 
the medium as a device for injecting some new excitement into their programing. 

At the top of the list of resurrections would be soap opera. There could also be folksy 
teams like Lum 'n' Ahner, an across-the-board stream of backfence chatter a la Clara, Lu 
'n' Em, a woodwhittling philosopher, like the Lamplighter and a down-to-earth daily nar- 
rative in the vein of One Man's Familv. 

m 

And where would they get this sort of fare? From syndicators, of course. 

Imhedded in the stationmen's cogitation is a feeling that much of this would be new to 
the younger generation of housewife and hence a welcome novelty and change from 
the slick sophistication of daytime tv. 

As for the older generation of housewife, she would again have a progression of 
regularly scheduled soaps or whatnot hy which to accompany her chores as she 
moved around the house or apartment. 

Time was when a hausfrau timed her hreakfast dishwashing by Ma Perkins, her 
)>edmaking by Life Can Be Beautiful, her lunch preparation by the O'Neills, etc. 



Heinz baby foods, as some reps see it, is one product that's ready to pay 3 
premium cost-per-thousand to get what it wants. 

To begin with, markets are picked for beefing up according to birthrate levels, 
so that the buying pattern is pretty much of a crazyquilt. 

And when it comes to picking the spots available demographic data becomes of the 
utmost importance, since the main target of appeal are mothers with their first child. 

Because of this fine pinpointing, ratings are of lesser important. 

A most gratifying turn for sellers of spot radio: National Biscuit's Cream of 
Wheat (Bates) issuing 14-week schedules which run until the end of December. 

Significance: the product's new owner is pursuing virtually the radio plan which in- 
cludes beefing up in cold weather, that BBDO espoused for years. 

Radio reps had feared that Bates would steer the cereal into tv. 

The business of looking over their shoulders for tv station defections keeps get- 
ting more and more acute for reps whose lists are largely oriented to secondary 
markets. 

They've become the open hunting area for such topline reps whose lists and revenue 
have been pared by virtue of station groups setting up their own national sales of- 
fices. 

These upperrungers are pitching in markets that they would be loath to even contemplate 
a year or two back. 

The upshot: the medium-market rep now lias to fend off raids not only from 
his peers but from the topcrust. 
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Round one: WRAL-TV announces change to ABC 
Television, effective August 1. Round two: Switch is 
made and ARB study of Raleigh Durham metro audi- 
ence is authorized. Round three: WRAL-TV the winner! 
ARB telephone coincidental reports WRAL-TV the dom- 
inant station with king-sized 49% share of audience. 



Two area stations split what's left Ringside comment. 
Your commercial has Sunday punch impact seven 
days a week on Champion Channel Five. See your H-R 
man for the complete ARB report and for suggestions 
how to K.O. your competition in the nation's 50th tv 
market ... Channel 5 Raleigh-Durham North Carolina 



WRAL-TV 
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STORY 



WTRF-TV i£» 



They 
and 
rn said 
"Watch 
from 



wtrf-tv Wheeling 

:/S DF PART ME NT ! Fa retry gal 
<? "s a g i-. who's got 



Wheeling wtrf-tv 

3 K ' 'if the nc** 



Te\an who 



wtrf-tv Wheeling 

'or pjrts make feet look big, 



Wheeling wtrt-tv 

E n *he canrrrsf r untry: "How 

■.• Ffjlg* Kan 
wtrf-tv Wheeling 
Ml "PIRIT 1 l>e man was caught in 
f-fc lc J prs up and saw a St. 
I f ward hm w'th a keg of 

■ .s cHm. "Wonderful!" he 
Hen :>me^ mans best friend — and 
t+m\ ■ v'ili'ip. t<^o " 

Wheeling wtrt-tv 
■T KIND of a girl who doesn't care 
f(ii ■ ms omnany— unless he owns it! 

wtrf-tv Wheeling 
:' ■ DE.-ORT! US. refused fmport rights 

car called the "Maf'a," each car 
1 jndor the hood. 

Wheeling wtrf-tv 
■• f\ marries another man — is a 

■ 

wtrt-tv Wheeling 

cTIf-UL MKTFR to wife: "How do you 
- P ■ nv \k> remember your birthday when 
fifcver l-ie* a'-n older?" 

Wheeling wtrf-tv 
SOLI IN? ' The Wheeling Brandwagon is 
^tra merchandising pushcart you 
■liver plus pr tits n the Wheel ing- 
? ndustr'al Ohio Valley. Get in 
i VvTRF TV selling picture, see 
RLkii^ilt Hoi I ins 1 ery! 



CHANNEL 
SEVEN 



WHEELING, 
WEST VIRGINIA 



WaPE 

PSTAND BACK, ALL YOV 
■ TIME BUyERS ANDVVAfT 
lyoufcTURN FOR AFTER- 
^NOOrV TRAFFIC TIME/ 

^ — — UT'. 





•VAl L has more audience than the next 
leading independent station plus all the 
nt't work affiliates combined* 

* Hooper, JtTOE - JULY. 1962 



WAPE DOMINATES ITS AREA 
AS DOES EACH BLUE CHIP 
STATION 

VI AM* MONTGOMERY, ALABAMA 
WOK, BIRMINGHAM, ALABAMA 
WFLL CHATTANOOGA. TENNESSEE 

WAPE25,000w 690k 

REPRESENTED NATIONALLY BY MOtO W flEPftESENTATrVES. INC. 
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tions to ads and commercials. 

Well, those arc (kind) ambitions and I wish them well. 

But unfortunately, many of them base their work and findings on 
the incredible assumption that the human female (bless her sweet 
erratic little heart) is entirely computable and predictable. 

And that, gentlemen, is a piece of intellectual garbage which only 
the most myopic male would ever put a shovel to. 

Mow well can a research man or social scientist compute and pre- 
dict the whims, fancies and female changeability of even his own 
wife? 

Before he starts making loud Remington-Rand-t) pe noises about 
U. S. housewives in general, let him prove himself with a single, 
mysterious woman. Let him try it for just one year. 

It would, I am afraid, be a pretty humbling experience and severe- 
ly damaging to many a masculine ego. 

lint it would also be healthy. For it would show him the weak- 
ness of his own assumptions, the inadequacies of his own observa- 
tions, and the emotional bias of his own "science." 

Creativity and computivity 

Over and beyond vocational emotionalism, however, man) of the 
computer boys have another serious deficiency. 

This is their inability to understand the creative mind or recog- 
nize the essential conflict between creativity and computivity. 

I am alwavs amused when research men blithely assume that their 
work is, or must be, the handmaiden of creativencss. 

What they fail to realize is that they and creative people look at 
the world through entirely different telescopes. 

Your average lcscarchcr (particularly in the social sciences) tends 
to view human nature as something finite and measurable, provided 
only yon can get enough accurate data on past performances. 

The creative man, on the other hand, looks on human nature as 
an infiiiit) of possibilities, with new answers, new solutions always 
inevitable because of the infinite variations and combinations of hu- 
man personality. 

By temperament and training the research man is p re-occupied 
with the group past, the creative man with the individual future. 

Now in all fairness I do think that we who pride ourselves on 
being creative frequently overstate our case and weaken our cause. 

We make claims for the overwhelming importance of creativity 
which aic as faulty and foolish as they are llamboyant. 

It's a good thing lor us and for the business that we have solemn 
lcscauhers who can, on occasion, yank us back to reality. 

But theirs is by no means the final answer. 

For, just as the Hindus have long recognized a triniu of truth in 
Vishnu the Preserver, Siva the I)estio\ei. and Brahma the Creator, 
so also is there a trinity of tiuth about modern American business. 

It comprises not nierel) the collection and preservation of factual 
data about past and piescnt. Nor is it simph the inevitable, re- 
morseless destiuctiou ol old methods b) new praciicCv 

Fqual, and full) as important, is the immeasurable creative dy- 
namism ol the individual, the unknown and limitless potential. 

" They reckon ill who leave this out." Worse, they feed only gar- 
bage into their computer*. ^ 
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I nlil now. buying (ohnccolniul radio was a I > a 1 1 < m 1 - 1 1 1 » mrs>. 



I ho problem with buying regional spot has always 
boon the same — too many stations to deal with — and no 
direct line to the few people who could help. 

Until now. Until TX Spot Sales. 

This new rep organization makes SX.\I'L T stand for 
"Situation XormnI -All Fixed Up" when it comes to 
buying spot in Tobaeeoland, USA. TX Spot Sales rep 



the 23 stations of the Tobacco Radio Xetwork b\i\ m< 
01 all or am - number in-between. 

If you're selling to the 2,000.000 people of I Cistern 
North Carolina, let TX Spot Sales simplify \oui time- 
buying tasks. Call toll-free from New York and Chicago 
(FXtei prise 6982), Atlanta (WX-1000>, c>r collect from 

anvwhere (Area Code 91') TCmpIe 2-<Sh;s> "Til I SPOT 

I 111 SALES 



Representing the Tobacco Network including WGBR / Goldsboro, WGTM / Wilson. WGTC / Greenville. WCEC / Rocky Mount. WGNI / Wilmington, 

WLAS / Jacksonville, WFMO / FairmontLumberton. Additional Carolmas Virginia stations on request. 
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the Charlotte TV MARKET is First in the Southeast* with 595,600 Homes* 



The way some people talk about covering city 
populations, you'd think the folks in the counties don't 
count. 

The Charlotte City population is a fair two-hundred 
thousand but the Charlotte TV Market population is a 
walloping first-place 595,600 homes! 

We'll add modestly that the WBTV bucket covers 
43.4^ more TV Homes than Charlotte Station f, B." ** 
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Television MJgJiine-1962 
•NCS '61-Ntghtly 



CHANNEL 3 CHARLOTTE / jefferson standard broadcasting company 

Represented Nationally by Television Ad vertisln 9 , T V AR ] R *P r * s « n **ti ves, Inc. 
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Tv specials-some big changes 



Fewer offered than in '59-'60 
Entertainment types drop off sharply 
Gains in low-cost actualities 
Single sponsorship is now an exception 



The highly polished special or 
spectacular was seized upon with 
passion by the networks exactly i en 
years aeo this season. It has since 
undergone severe transformations 
and insofar as entertainment spe- 



cials are concerned, the embrace 
today is nowhere near as tight as it 
was, say, in '59-T>0. Dining that 
period Madison Avenue and Ilroad- 
cast Row fcveiislilv fashioned some- 
tiling like a record number of 113 



entei taiinneni specials. What's hap- 
pened since shouldn't happen to a 
Max Licbmanl 

sponsor, on the e\e of the tenth 
anniversaiy ol the special, lalked 
to knowledgeable individuals on 
the subject. The consensus was 
that: 

• Kntei taimnent specials aic on 
the wane. 

• Ach ertisers ai e cot toning, more 
and more, to netwoik public; af- 
fairs specials or actualities. 

• Single sponsorships aie the ex- 
ception, rather than the inlc. 

• Lntertahiinent specials of the 




From the very beginning entertainment specials did not come cheap 



Among the most expensive specia Is of all-time were The Potcci and the Glory (above) with sir Laurence Olivier, costing 
about $796,000 and seen over CBS TV; Man Martin (upper left) in Peter Van, costing $500,000 and presented over NBC 
TV, and Danny Kavc (lower left), one of the last hold out stars costing in region of S500.000 and aiied over CBS TV 



SPONSOR/24 SEPTEMBER 1962 



nunc will be fewer, but better. 

There is an assured future for 
localh-sponsoicd public affairs 
dcx uinentaries. 

• Costs of ciuei taimncnt specials 
are spi tailing with rocket-like 
velex ity. 

Costliest single effort. A num- 
ber of fascinating trends have de- 
veloped iu the field ol spec ials, 
Mike Danu, (d>S TV v. p., network 
programs, New York, told sponsor. 
Dann. who has been hip-deep in 
specials since his early days at NBC 
TV, and who brings to the industry 
a remarkable insight and compre- 
hension of the problem, observed 
that .sine e Leland I lc) ward pro- 
diued lire first special (Ford an- 
niversary show) in the season of 
'52-'53\ spec ials have represented 
the c ostliest single eiloi ts in the 
history of advertising. 

Never less than $500,000. From 
the stai t, a single special cost an 
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'62 billing jump for | 

entertainment and | 

pub affairs specials 1 

FIRST HALF 1962 



TOTAL 
ABC 
CBS 



$14,947,147' 
1,898,424 
4,762,034 



NBC 



8,286,689 



FIRST HALF 1961 



TOTAL 
ABC 
CBS 



$12,042,823 



1,457,470 
3,350,582 



NBC 



7,234,771 



'First half of 1002 showed a In- 
crease in cross time billings over similar 
period last year, ItiHiriKs do not include 
spurt*. Souu-es of figures are T\B/I*XA- 
BAR, 

ft v \\\r 'Uiiiiitir't'iiiiinri'"'' jimw: m: mi 



advertise] for time and talent, con- 
servatively, never less than $500,000 
and often $1 million, according to 
industry experts. As the chart on 
page 26 reveals, drastic changes 
have been taking place in the past 
ten years, nolahly in the reduction 
of entertainment specials and an 
increase in public affairs specials. 

In the '51-T)5 season, for example, 
the networks put on 55 specials (46 
entertainment; nine, public af- 
fairs). For the T>2-'63 season, a 
reasonably projected picture shows 
185 specials on the three networks 
(55, entertainment; 130 public af- 
fairs documentaries) . Tin's is a lal- 
1 a pa loos a 1300 percent increase in 
the last decade. 

Dann was asked why entertain- 
ment specials were going down and 
documentary specials were zooming. 
This was Dann's explanation: "As 
tv .started to use up the major prop- 
erties, titles, producers, authors and 



Gross time billings for nation's top advertisers in specials 



FIRST HALF 1962 


FIRST HALF 1961 


1. 


Gulf Oil Corp. 


$2,124,325 


1. 


Gulf on 


$1,415,521 


2. 


Wtvstiiiglion.se 


1,092,728 


2. 


Pi i rex 


1,238,894 


:t. 


I*u rov Co, 


1,076,064 




Proeter & Gamble 


851,410 


4. 


Savings & Loan Foundation 


960,580 


4. 


John II. Brock 


752,270 


5. 


Chrysler Corp, 


806,345 


5. 


Hell & Howell 


739,590 


«. 


J oli ii 11. IE reek 


675,460 


«. 


U. S. Time 


673,035 


7. 


Bell & Howell 


657,469 


7. 


General Motors 


647,605 


St. 


Proeter A Gamble Co. 


604,279 


«. 


HiiPont 


597,459 


9. 


U. S. Time 


467,711 


». 


Hallmark 


563,828 


10. 


Hallmark 


398,506 


10. 


l.<]iiit able Life Assurance 


419,212 


1 1. 


American Teh «V Tel. 


390,725 


1 1. 


Savings iV Loan Foundation 


366,898 


12. 


Shell Oil Co. 


387,810 


12. 


Hevlon 


324,578 




Ainorienii Gas Association 


377,965 


13. 


Lever Brothers 


319,075 


14. 


Stnntlarri Brands 


375,395 


If. 


Bnlo va 


244,595 


15. 


Colgate- Pal m olive Co. 


363,122 


15. 


Shell Oil 


211,857 


Source 


TvII 'LNA BAH Vote \)<x-< ml Inrtude network procram 


rharpc« 
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st;iiN making then debut in this me- 
(limn, ilic news and public allahs 
ricpai imenis began to develop lech- 
in'cpies and peisonnel loi a move 
exciting coverage of the real woi Id." 

As networks sinned to use up the 
snpph of what D.mti ;lj x I \ de- 
scribed as "the make-belie\e woild 
talents, t lie supph in the (o\eiage 
of the real world began to in- 
crease." 

Kaye was last holdout. *Toi 
example, with the advent ol Damn 
Ka\e to t\ , lie became one ol the 
last major perfoi nieis who was 
holding out," Dann said. *T>ut 
just before Ka\e, the use of mobile 
equipment and tape became stand 
aid practice for the news and pub- 
lic affairs specials, so whole new* 
worlds were open for them while 
the spec trum for the entertainment 
specials coninu ted/ 1 

Dann observed that i)0'** f of what 
was available from Broa<lwa\ uuisi- 
<als and films in '55 is no longer 
available todav. "And ol the re- 
main ing 10%, there are main 
which can't be done for one leasou 
or another," Dann pointed out. 
"The greatest single challenge that 
netwoi k programing cvecutu cs 
have today is the creation of excit- 
ing specials." 

For one thing, the news and pub- 
lic allahs. departments can use Tel- 
star as a gieat working tool while 
the entei taimnent people still have 
to come up with a proper u or a 
star "to bounce olf the moon," 
Dann mused. "A World Series, a 
political convention, a football 
game, a Miss America eoiuesi. even 
a Glenn in space will be repealed 
from time to lime on a vearh basis 
whether it has been good, bad oi 
indilfei ent," Dann noted. "It rare- 
ly happens to an entertainment spe- 
cial. Out of the 300 to -100 enter- 
tainment spec ials done, ina\be 20 
have been repeated at the most. 
The advent of tape, whit li gave li\c 
quality, compared to the eaily da\s 
of kinesc oping, is of \ ery little 
value as far as reruns aie concerned 
as long as residual costs sta\ as high, 
particularly in the payment of per- 
formers. For example, all the stais 
who appeared in The Power and 
the Gloy, including Laurence 
Olhier, Julie Harris and Kccnan 



\V\mi will lu\e to be paid their 
original lee." 

Fewer but better specials. Winn, 

in Dann\ opinion, will happen 
to the entei taininent special? "I 
|)i('di(l that on all the tluec ucl- 
woiks o\er the \eais to tome each 
netwoik will plan aimvheie horn 
no more than 15 to 20 entcilain- 
ment spec i,ils -and \ci\ often less. 



News, public allaiis documentaries 
will continue to giow. but I am 
ceitain that the qnaliu and impor- 
tame of the entei taiiiment spec ial 
will be greater lhan it e\er was. 
We will do fewer entei taininent 
specials, but the\ will have a 
(hame ol being far better. Such 
specials as a Salute to September or 
a Famous Manhattan Melodu s, oi 
the presentation of an unsuccessful 
musical Iroin the 20\. will no long- 
er be presented In the netwoi ks. 
llowe\er, occasional shows, like 
Michael Redgrave, Ralph Richard- 



sou and liignd liciginaii in lledda 
Gabler, wdl be piesculed." 

In the each cla\s ol specials, it 
was piacticalh unheaid of to have 
moie than one ach ei i t\ei on t he 
pi ogi am, a< < oi ding to Dann, but 
tod.i\ it is (ouuiiou io ha\e two or 
tlnee adveitisei s on a single hour 
spec ial. "So this peiinils an adver- 
n'sei with as little a budget as S150,- 



000 to pai t ic ipatc in ;i spec ial/' 
Dann explained. "Years ;igo, un- 
less \nu had $500,000 \ou couldn't 
|)la\." Nor did Dann think that 
sponsoi idem ifu at ion w as lost in 
multiple sponsorship because each 
acheriiser could siill capitalize in- 
clhidualh in hit met c haudising 
c anipaigiis. 

Specials "aie getting mote im- 
|)ortant" in the \ iew of |ohn H. 
Simpson. \ .p. and national director 
of broadcast. Footc. (one A: beld 
ing. "Fen example, the Arthur Gcxl- 
fre\, Hob Hope, opening of Lin- 



Producer, net, agency execs probe specials 
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'54-'62 scorecard 


of network 


specials 


Illlllllllll} lllllilll 




Total 


Entertainment 


Public affairs 

I UUIlw Oil Qll v 

documentaries 


Illlllllllllllllllll 


1954-55 


55 


46 


9 


Illlllllll 


1955-56 


70 


55 


15 


IIIIIIIIIIIII. 


1956-57 


65 


45 


20 


HHJiUII 


1957-58 


110 


80 


30 


nil 


1958-59 


90 


60 


30 


— 


1959-60 


189 


143 


46 




1960-61 


275 


135 


140 


IIIIIIIllllllll 


1961-62 


180 


95 


85 




1962-63 

(projected) 


185 


55 


130 


Jim 


There lias been a 
since \ r >9-T>0 and a 


sharp drop in production of entertainment specials 
phenomenal increase in public affairs documentaries 


, iliili : 


" 1 i 




inn i hi r : !!:;;;:: : 


'I'liillll llllillllllllllllllllllllll 'Illlllllllllll! 


llliii 



coin (cntei, Dinah Shore and Sid 
Caesai specials unci others, arc evi- 
dence of the emphasis on quality 
entertainment. Forerunners of the 
entertainment special, like Hall- 
maik Hall of Fame, Telephone 
Hour and NBC Opera, will, of 
course, he back." 

Look for the feature special. 

Simpson also looked forward to tv's 
taking "another step toward devel- 
oping its own programing art form 
— an art form it can do better than 
anybody else — via feature (former- 
ly (ailed documentary) specials." 
Moi cover, "this creative trend in 
specials will not only be significant 
in reaching non-frequent viewers, 
but will importantly help to build 
the stature of the medium/' in 
Simpson's opinion. 

.Most enthusiastic nboni iis alli- 
am e with specials is Men ley 8: 
James Laborntoi ies. maker's of Con- 
tac. Peter Godfrey, v. p. and mar- 
keting diiector, Meuley & James, 
told m'onsou that "we are constant- 
ly looking foi t\ specials which will 
olfei Menley & James a particular- 
ly good opportunity to maintain 
this valuable association." Menle\ 
8c James will be one of the sponsors 
of three one-hour specials starring 
\itlnn Godfiey over Cl>S TV din- 



ing the T>2-T>3 season. Tv, Peter 
Godfrey added, has played an im- 
portant part "in the introduction 
and success of Contac." 

Local sponsorship. To even a 
casual observer, it is evident that 
the recent Chock Full O'Nuts pur- 
chase of a multiple schedule of pub- 
lic affairs specials on a local station 
(WCBS-TV, New York, in this in- 
stance) wotdcl serve as an incentive 
for other advertisers to do likewise. 
The client, via Peerless Advertising, 
bought a package covering 52 weeks 
of public affairs activity, sponsor 
was informed that the client would 
not, in any way, attempt to use its 
stoies to promote these programs, 
nor would it go in for hard sell 
c ommercials on the air. In virtually 
all instances, the company's mes- 
sages would be confined to opening 
and closing billboards, it was re- 
ported. The appioach of interre- 
lated programing and sales pack- 
aging was fashioned by Norman E. 
Walt, Jr., vice president, CI'S TV 
Stations and general manager, 
WCl>S TV, nearly a year ago and 
was nuclei development at the sta- 
tion for that period of time. The 
station, in all c ases, will control the 
editoi ial content of the specials and 
other programs. William l>lack, 



chairman and founder of Chock 
Full O' Nuts, last week said that 
his company planned to use only 
one-half to two-tbirds of the adver- 
tising time "to which it is entitled 
so that viewers could enjoy more 
of the community service shows." 
It is estimated that the time bought 
on WCBS-TV by Chock Full O' 
Nuts is worth approximately $000,- 
000. 

Undeniably, there is a maiked 
falling off in entertainment specials 
and the trend will continue, David 
Susskind, the veteran producer of 
both specials and regular piograms, 
told sponsor. Mincing no words, 
as is his custom, he said that enter- 
tainment specials "are indeed di- 
minishing in number and will con- 
tinue to diminish for various rea- 
sons." 

Expense is biggest factor. Chief 

reason for the decrease in enter- 
tainment specials, as Susskind saw 
it, was the high cost of the 
special. "Costs are spiralling and 
the cost of a special today is about 
100% over what it was five years 
ago and probably 20% over what 
it was two years ago," he asserted. 
"The trend, I feel, will continue 
because of labor costs, costumes, 
talent, all of which are inevitably 
soaring." 

Susskind also advanced the argu- 
ment that the infrequent schedul- 
ing of specials precludes any mo- 
mentum; intermittently scheduled, 
there is no sustained build-up po- 
tential as is the case in a regular 
series — the habit viewing factor is 
missing, he charges. 

"What really capttnes \our view- 
er in a special is the name of the 
performer," Susskind said. "For 
instance, sa\ \ou are putting on 
'Getting Gertie's Garter/ von book 
a Marlon Brando or Elizabeth Tay- 
lor and von have a 60 Nielsen, but 
what fetches \ou diat scintillating 
nose count is not the pioperty but 
the marquee value of the star." 

Netwoiks build huge reservoirs 
of ill-will by pre-empting regular 
shows in order to insert specials 
that play havoc with regular view- 
ing habits, Susskind also insisted. 
"Net works do not make any more 
money when the\ pre-empt the time 
of a regularly scheduled program 
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for a special because the sponsoi of 
the pic-cinpting picscutatioii pa)s 
tlic same rliaige as the one being- 
pre-empted," lie explained. 

Win is the viewer no longei in- 
fatuated with entertainment spe- 
cials? *'So many entertainment spe- 
cials were not," Susskind continued. 
"They were 'ordinaries.' The) 
were actuall) ill disguised conven- 
tional entertainment. The public 
was fooled too many times, caught 
on final I v and the resulting nation- 
al indifference to such meretricious 
offerings was inevitable." 

Token number of big ones. 

These reasons, in Susskind's opin- 
ion, explain the diminishing trend 
in the past and probably in the 
future. "The) set up a compelling 
imperative under which this trend 
must persist," lie said. "However, 
there should be and doubtless will 
be, a token number of exciting en- 
tertainments, be thev a Lincoln 
Center opening (Corning Class 
Works, represented by HUDO, will 
sponsor this one over CBS TV 23 
September) or an Ingrid Bergman's 
Hedda Gablrr (co-production of 
Talent Assoc iates-Pai amount Ltd., 
and Lars Schmidt in association 
with CBS TV and produced by 
Susskind. No date or sponsoi set 
for this one). Such infrequent but 
significant 'blue chips' cannot be 
denied the American public." 

When the history of specials, 
notably those dealing with enter- 
tainment stars, is written, the name 
of BBDO will undoubtedly head 
the list. The agency lias been in- 
timately involved in a record num- 
ber of specials and its programing 
executives arc deeph concerned 
with all production aspects of this 
brand of entertainment. In tiac- 
ing the history of specials. Ilenninio 
Travicsas, v.p. and manager of the 
tv radio department, BBDO, last 
week observed thai in the early 
da\s of specials, it was the ad agen- 
cy and not the nctwoik that devel- 
oped the special program. Net- 
works, in the beginning, were in 
the eager habit of bidding for these 
and offering prime time because of 
the enormous mass appeal attached 
to these features. As name talent 
got tougher and as more stars were 

(Please turn to page 44) 
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Tv film men break with NAB 



► 18 syndicators to exhibit separately 

► TFE to use Pick-Congress during 1963 NAB 



In 1963 some 18 film syndications 
will hold a sepaiate exhibit in 
Chicago during the NAB t omen- 
tum, breaking away from the Con- 
iad Hilton and centering their ac- 
tivities at another hotel, the I'ick- 
Congrcss. 

Since 1959 the X \I> prohibited 
exhibits by film producers and dis- 
tributors at the annual conventions, 
limiting their activiu to hospitality 
suites. The XAI> had charged the 
syndicators with conducting a cir- 
cus, and the s\ndicators* counter- 
c haigc was that they were being 
treated as second-class citi/ens. 

Foi the past foui years main 
svndicator.s were discontented with 
the XAI> ban on exhibits and 18 
have formed "Tclc\ision Film Ex- 
hibit— 1903" to be able to circum- 
vent the X \I> rulings. 

Two weeks ago the XAB made a 
compromise offer to the syndicatoi s, 
allowing them to exhibit in 1963 
along with the equipment cxliibi- 



W I 




tors. This offer was turned down 
by the TFE committee. 

Fight or nine of the 18 tv film 
distributors arc associate members 
of the X \1>, and se\eral of them 
will drop their membership, par- 
ticipating in T F F. instead. T I \ e 
eight inc hide; Desilu, I lolly wood 
Tv. King Features, MOM-TV, 
Screen Gems, Seven Arts, Trans- 
Lux (of which TAC is a division) , 
l T A-'l V, and Video House. Execu- 
tives of Screen Gems and Seven 
Arts have expressed their intention 
to drop their XAB membership. 

The committee of 18 includes 
these non-XAl> members: Allied 
Artists, Flamingo, Four Star, Jay- 
ark. Official, Twentieth Ccnturv- 
Fox. Walter Rcadc-Stei ling, and 
Warner Brothers. 

X'ot included in the TFE sep- 
arate exhibit movement arc the 
three network depart men is, ABC 
Films. CBS Films, and XBC Films, 
and also MCA-'I V and 1TC. ^ 




Tv film men to hold first industry-sponsored exhibit 

Co-chairman of Television Film Kxhibit — 1963 nre Robert Rich (1) of Seven 
Arts and Robert Seiclelman of Screen Gems. TFI represents 1 8 s\ nrikaiors 
who decided io break \\ iih X \B convention afier four vears of controversy 
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Reps now wait in a rocking chair 



Agency buys a rocker for waiting reps 
Reception room innovation is welcomed 
Some reps would rather not rock, or wait 



T< > t he repi esen t a live who has 
wiled many an hour away sit- 
ting in agenc } reception rooms, the 
promise ol home-like comforts dur- 
ing the wait is apparently too good 
to turn down. Ai least that's the 
finding ol Weightman, Int., Phila- 



delphia ad\ ei lising agency, which 
recently polled \isiting media reps 
on whether thev would welcome 
the addition of a "comfortable, 
restful, soothing" rocking chair to 
the agency furniture. 

By a tally of two- to-one, some 



120 reps declared their approval 
and now a "modern" rocking chair 
rests in the Weightman reception 
room, amid Danish modern furni- 
ture and contemporary paintings. 
The rocking chair idea arose from 
agency empathy for the reps dis- 
comfort after three of its executives 
waited on a hard bench to see a 
new business prospect. The three 
— Sidney Tanncnbaum, president; 
Nathan "Babe" Alexander, secre- 
tary; and Glen Jocelyn, executive 
v.p. — decided to hold an "election" 
and sent this letter to representa- 
tives: 

Rep opinions asked. "It has been 

suggested (not by anyone in Wash- 
ington, believe us) that we place in 
our reception room a comfortable, 
restful, soothing, relaxing ROCK- 
ING CHAIR. 

"This would enable representa- 
tives who must be kept waiting not 
only to achieve what has been de- 
scribed as 'instant euphoria,' but 
to enjoy, as perhaps never before, 
the line modern paintings with 
which we grace our walls. 

"We guarantee this rocking 
(hair wotdd be for representatives 
only, because — and we know you'll 
understand — we never, never keep 
clients or new business prospects 
waiting. For that matter, we try 
never to keep representatives wait- 
ing, either, whether they have ap- 
pointments or not; but you know 
how these things sometimes arc. 

"Naturally, we aie fully aware 
that locking chairs today are the 
som (C of some political contro- 
versy Consider ins:, indeed, the 
demonstrations and counter-dem- 
onstrations a rocking (hair in our 
reception room ma\ cause, and 
what some ol our clients may say 
about it, we don't want to install 
one without heine reasonably cer- 
lain it will be appieciatcd by a 
majority of callers. So we have de- 
cided to put the whole thing to a 
vote. 

"Enclosed is \otir ballot. Just 
fill it in, and drop it in the mail. 




First man to sit in new Weightman rocking chair 

He's Rohei t L. Maynard, assistant general manager and sales manager, \\ M I W- 
TV, Poland Spiing, Me. Standing is X.A. (Babe) Mexauder, WYighmiaii partner 
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Waiting is now a pleasure 

Thai's the opinion of Ed Ryan, liar- 
rimrton, ki° In cr fc Parsons, tv reps 



No stamp is netessaiv. 

"\\ r c onh beg sou not to ponder 
100 long. For until all votes arc 
in you and your fellow reprcscuia- 
tives-in-waitiug must do your sit- 
ting here on Danish modern furni- 
ture that, however comfortable it 
may be, is definiteh unrockable." 

/ 4 

Rocking chairs or not? Enclosed 

with the letter to the representa- 
tives was a postcard ballot requir- 
ing voters to take a firm stand on 
the issue: 

( ) YES — 1 am in favor of your 
iusalling a comfortable, rest- 
ful, soothing, relaxing roc k- 
ing chair in sour reception 
room. 

) NO — for pinch personal or 
political reasons which are 
striulv my own business 1 
am definitely against the 

4 O 

office invasion of the rock- 
ing ( hair. Let's keep Amer- 
ica awake! 
At the bottom of the ballot was 
room for a signature, advising tim- 
id voters: "If vou wish to invoke 
your sacred right to sccrccv when 
voting, vou ma\ disregard this 

1_ 9 t 
me. 

One unusual result was that 
more voters who checked "ves" in- 

4 

voked their right to secrecy by re- 
fusing to sign their name than "no" 
voters. 

However, the vast majority of 
representatives signed their names 
boldh. Of the 10-some representa- 



tives who \oted against the (hail, 
oul\ lour (hose to icuiaiu anoin- 
mons (one signing, in a burst ol 
Republic auisin, "Dwigln D. Kisen- 
howevet," another, "Richard Nix- 
on. ) 

Ol the 80-some repiesenlaiiv es 
who signified tlie\ wanted thee hail 

P» 4 

installed. 1 I kept their names secret 
(one disguising himself as "Mother 
Whistler*) . 

Comments from reps. Perhaps a 

bit more re\ealiug of ibe represent- 
atives' feelings toward the idea ol 
( i locking chair— and of represent- 
atives thenisehes -were some ol the 
comments written in on the post- 
card ballots. Explaining bis "no" 
vote, one representative noted on 
bis ballot: "Let's keep America 



awake and moving loi v\ aid instead 
ol b.ic k and lot th." 

Auotliei iep pioiested, "I'm not 
teach loi it \et." 

" 1 fight bet le i on mv leel ." ex- 
plained auotliei . 

"'1 he Roc k ol Ages is a 11 i ight lor 
Sundav," c i ied anothei, "but let 
us keep ' I he Ro< k' out ol adver- 
tising." 

Anothei iep based his negative 
answei on economical grounds: "A 
business c all c osts A iep 

should be in an out beloie he gets 
too comloi table." 

Never m'lSS a pitch. Several men 
who \ otcd loi the roc king c hair 
took the oppoi iimitv to plug ibe 
medium they repiesent. 

(Please (inn to page lb) 





What happens when two men from the same firm arrive 

The boss gels prioii'u. \n Waison. \\ R(A" I \ . I'hilacfilplii.i. >i \ ■ >n mgT. 
lakes die < hair: sales ni»r . Cfiei Mcwnev (1) stands with Siescns. ageni} \ p. 
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Tv and kids— for goodness sake 



Tv kid show watchers raise $125,000 
Backyard carnivals aid dystrophy drive 
Bigger tv kid campaign planned for '63 



The busy little hands of thou- 
sands of Lilliputians in the 
Greater Washington, 1). C, area 
gave pause this summer to some of 
the wayward giants who loudly and 
often decry the lack of giants' fare 
hi the land of children's tv. 

Conclusively demonstrating that 
tv can he a wonderful influence on 
the young was the 11 June-31 Au- 
gust campaign for Muscular Dys- 
trophy on three WTTG-TV kid 



shows, which told youngsters how 
to arrange and conduct backyard 
carnivals to raise money for the 
cause. 

The campaign netted $52,000, 
which is nearly half of the nation- 
wide total of $125,000. Well over 
50 other stations in as many mar- 
kets participated in the drive. 

The whole effort was so success- 
ful, one MDAA executive said, 
that plans already are being made 



to do a bigger tv job next year, 
which will incorporate a "truly na- 
tional drive/' and a more effective 
"carnival kit." Presently, regional 
offices around the country are view- 
ing a kinescope of one of WTTG's 
final "Carnival" spectaculars. 

Since the Washington station 
made such an all-out effort, let's 
take a look at what was done and 
how it began there. 

Last May, John Travers, region- 
al diiector for the Muscular Dys- 
trophy Associations, asked Donn 
Colee, WTTG-TV vice president 
and general manager, if the station 
would run a promotion for MD 
similar to a pilot project on WCPO, 
Cincinnati, last year which netted 
SI, 837 for the organization. 



\ 




1 



A M 



Carnival promoters tell how they raised dollars to fight MD 

A technician cues die young carnival hosts for their appearand* with Hill Johnson (back to camera), host of The Three 
Stooges on W'i I G I V, as parents and friends look on fioin studio bleachers. Kids were eager to tell 'how they did it' 
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Will he really make her disappear? 

Moppets study every move by Gene, the Magic Clown, at backward (arnival given 
by son of Washington advertising exec, Hairy Merrick (kal, I-hrlich & Merrick) 



Worthy public service. Colee 

(since named chairman for the 
Greater Washington aica MI) cam 
paign) soon saw ilic instant appeal 
and vast potential of such an idea. 
It took shape in his mind, lie said, 
as "the most important public scr\- 
icc project ever undertaken by the 
station"; a city-wide campaign that 
would give "entire families, and 
even communities, the opportunity 
to work together to provide whole- 
some, creative, summertime bin for 
children of all ages, and, at the 
same time, raise funds to combat 
one of the most serious and hafllin" 
diseases known to medical science." 

Sky T s the limit. A sialf meeting 
was called; assignments were made; 
the logistics of the campaign were 
mapped out, and "Carnivals for 
MD" were off and running. All 
stops were to he pulled, using 
WTTGTV's three top-rated chil- 
dren's programs as a springboard 

(they attract about 500,000 view- 
ers weekly) . It would be an all- 
station effort, so far as production, 
promotion, publicity, and planning 
were concerned. MD was to han- 
dle mailings, lists, and dollar ic- 
turns. 

As the campaign got underway, 
the office of WTTG promotion di- 
rector Mrs. Cheerful Tliornliill, 
who coordinated the mam details 
and logistics of the project, soon 
looked like headquarters for a ma- 
jor military or political campaign 
— even to a map pin-pointed with 
carnival locations. 

Here's the drill. Here's how the 
public service project worked: 

1. A special two-and-a-half min- 
ute tape, narrated by bill Johnson, 
host of The Three Stooges, Cap- 
tain Tugg (bee Reynolds) , or Miss 
Connie of Romficr Room, was 
used four times a day. In addition, 
eight-second spots were aimed at 
parents throughout the day. 

In August, special 90-minute 
"Carnival Spectacular" programs 
were staged three times a week for 
the first two weeks; for the last 
two weeks, two-and-a-half hour spe- 
cials were aired three times a week, 
making a total of 24 hours of live 
and taped programs. 

2. "Carnival Kits," a do-it-vour- 

4 



self packet of suggestions and mate- 
rial for staging these backyard, 
fund-raising parties, were offered on 
the air by the thice p;n tic ipating 
programs. 

3. Frequent telecasts of a car- 
toon film produced In Muscular 
Dystrophy Associations of America, 
showed voting victims of the dis- 
ease. 



I. Personal appeal am es of the 
three WTTG-TV childicn's per- 
sonalities- -.Miss ( .onnie. Captain 
Tugg, and Johnson — weic to he 
scheduled for some of the c:u ni- 
\ak. 

5. The "grand prize" for eat b 
carnival was to be a personal ap- 
pearance of all canmal entrepte- 
ncuis on the station to recebe an 
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MD c itation signed by comedian 
Jen*) Lewis, national chairman of 
the assoc iations. 

I liese appearances began 20 June 
foi the carnival promoters and 
then helpers, J>ecause ol the huge 
nnmbei ol ( hiklren involved — 
often as nianv as 20 "helpers" per 
cainhal — the ihiee programs allo- 
caiecl four to six minutes daily for 
these tiibutes, and carnival repre- 
sentatives weie limited to four, 
while patents and friends watched 
from the studio bleat hers. 

The personal appearances came 
to a climax on one ol the final Au- 



gust spectaculais, when 1,000 chil- 
chen, of all sizes and ages, went be- 
fore the cameras lor about 30 sec- 
onds each, and told [ohnson, Miss 
Connie and Capt. Tugg all about 
how then came to give a "Carnival 
for MI)"; how much monev thev 
made; what games the) played, and 
how their Iriends and neighbors 
helped. 

At last count, Florence I. owe, 
Washington coordinator for Metro- 
media which owns the station, said 
the summer campaign in WTTG's 
200-mile radius involved an esti- 
mated 200,000 individuals, as carni- 



val promoters, helpers, guests, and 
adult participants: 10,000 kits were 
sent out; oxer 2,500 backyard carni- 
vals were held, and returns ranged 
fiom $2 to S210. 

In addition to the lixe states in 
WTTG's coverage aiea — Mai viand. 
Virginia, West Virginia, Delaware, 
.ind Pennsx lvania — requests for 
kits, Mrs. Lowe said, trickled in 
fiom points as far away as Califor- 
nia, Texas. Ohio, and Canada. 

Puzzled station and MD officials 
discovered that many of the young 
tourists who swarm into the capital 
each summer, heard about the cam- 



Collect your $1 million check here 




Denver bank stages 'millionaire' blitz 

Spot radio promotes '$1 million of good luck' 

$1,520 checks, 5,000 plants given away 



Five days he! ore the Mountain 
Slates Bank opened its modern 
and expanded building last month 
in the rarefied heights of Denver, 
the bank began a radio "blitz'* of 
2 1 3 one-minute messages on four 
stations announcing the three-day 
opening ceremonies — and n very 
unusual promotion gimmick: a 
chance, through a drawing, to win 
the interest for one week on SI 
million. "I his amounts to $767.13, 
computed at 4% per )car. Second, 
third, and fomth (ash prizes foi 
three, two, and one-day's interest 
amounted to $828.77, $219.18, and 
SI 09.51). 

As a lcsult of the unexpected 
sin < ess of the opening — new ;ic- 
tounis had been opened at niplc 
the noi ma I i ate, even though no 
special appeal had been made foi 
new business, no piemiums offered, 
etc the small, neighboi hood bank 
has made a total ic-cvaluation of 
its advertising techniques, with "a 
big increase in om lutuie use of 



radio assured," according to Rob- 
ert E. Jordan, MSB assistant vice 
president in charge of advertising. 

The promotion, Jordan ex- 
plained, centered around radio, tv, 
and film star Marvin Miller and 
his identity as "Michael Anthony/' 
the man who gives away million- 
dollar c hc( ks on CBS-TV's The 
Mi II ion a ire s e r ies (c u i i e n 1 1 y i e- 
l tinning in Denver) . 

The spot announcements, which 
began 17 August on 1\I,X, KOA, 
KDKJN, and KOS1, were recorded 
in 1 loll v wood In Miller, sonic mil- 
izing his technique of doing both 
voices in two-voice routines. 

All spots invited listeners in to 
see the beautifully designed new 
bank, and to receive a personally 
autographed "c heck." 

Lots of zeros. On 20 August, 
20-second tv adjacencies to The 
Millionaire we i e begun, with a 
slide of Miller's profile and sound 
lccoided bv the versatile actoi. 
1 he broadcasting bin was supple- 



men tccl with pi hit ads and bus 
cauls and 5,000 mailing pieces were 
sent to East Denver residents. 

The messages informed the milc- 
high Denverites that Miller would 
appear in the bank lobby during 
banking hours from 22-24 August. 
As visitors entered the bank, listen- 
ers were told, they would receive 
cashier's checks for "One Million 
Dollars' \\ r oi th of Good Luck" 
with their names individually 
typed in by a bank teller. The line 
would then form to obtain Miller's 
personal signature on the checks as 
a souvenir of the visit. In addition, 
the first 5,000 \isitors were to get a 
small, hardy English I\y Plant. 

Customers came early. On 

opening day the bank was forced 
to open its doors early to let in the 
crowds gathered theie. By 3 p.m., 
bank closing time, more than 2,000 
persons had jammed the lobby, ob- 
tained i\) plants, i eceived auto- 
graphed checks, and registered for 
a (hawing for the four cash prizes. 

The next day was a repetition of 
the fust, with interest even further 
heightened b\ a rash of radio, tv 
and newspaper appearances and in- 
tei \ iews by Miller, who is good 

CO])). 

On the third da) ol the opening, 
the last i\\ was gi\cn awa), and by 
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paign on television, and jumped on 
the bandwagon as soon as they got 
home. 

News of WTTG\s immediate suc- 
cess, combined with ellorts ol re- 
gional and national MI) ollices, 
spaiked 37 carnivals this sununci 
in states from Otcgon to FIoi ida. 
Ilowevei, no other station, Mis. 
Lowe said, e\en in larger inaikeis, 
approac hed W'TI G's mammoth 
take. Three or loin stations re- 
ported pioceeds of $t>-7,000, she 
said. 

The cost to MI)? About 10%, or 
§5,000, according io Travels* esti- 



mate. "Km we'll (in the cost next 
year," he added, pointing out that 
1>) undei estimating ihe lesponse, 
certain costs, such as reorders on 
printed mateiial, ran high. 

The "Cartmal Kits," which aie 
to be enhanced next )ear, included 
posiers and handbills fot theyonng- 
siers, with spaces pio\ided lo show 
the time and place of their own 
local carnivals. 

I he kits also told how to arrange 
foi admission tickets (elect a treas* 
uter") ; decoration (tables, ciatcs, 
gaih colored crepe papei) ; music 
(circus music lecoids Iront librai) 



and ice oid phisei), and loocl (hot 
clogs, lemonade, hoi, hmteied pop 
c oi n, i( e c team) , 

Sixteen simple games ol skill 
weie desciibed in the kits (penm 
piu h, i ing-a clue k. etc ,) , Some c ai- 
nivals had pony lidcs. One bos 
sold peeks at his labbii. I le c barged 
two cents, he said, "but some kids 
got a fice look bee a use he kept 
jumping out of the box." 

I>\ now the smnnici shouts have 
been lost to the dione ol the mul- 
tiplication tables. " I > Lit \on jusi 
wait," said Mis. I .owe, "wait till 
next \ear." ^ 



closing time. Miller had individ- 
ually signed a total of over 5,300 
checks. Registrations for the draw- 
ing totaled more than 7,000 (some 
people signed more than one slip) » 
Following the prize drawing, 



Miller personally delivered the 
prize c hecks "Michael Anthony 
style" to the startled winners* 
homes. 

Beaming, Jordan said, "Nearly 
even one coming into the bank 



mentioned heating the familiar 
voice of Maivin Miller on the air 
'over and over again.' We wei e 
overwhelmed by the response, and 
must give much of the credit to 
radio and tv." 




Denver bank's customers pick up $1 million checks 

Attoi Man Miller, 'The Millionaire* of CBS TV who gives away %\ million iheck% is hue signing one of o\ci 3.300 clucks 
for "One Million Dollars Worth of Good Luck." lie also presented four checks as pii/es worth SI, 520 during opening 
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How do I get an agency job? 



Study shows few new grads hired by agencies 
Admen indifferent to advertising degrees 
Many students are "afraid" of ad agencies 



Like 1 a father who misunderstands 
his son, nian\ an agency man 
has been shunning his own proiegc 
— the athertising graduate who is 
looking for a chance to prove him- 
self, hi quiet retaliation the new 
graduate* turn to company adver- 
tising derailments for "the oppor- 
nmit\ and the pax scales. 1 hev're 

4 It ' 

afraid of agem ies — afraid they taiTt 
make the grade, afraid of the in- 
stability they've heard about, afraid 
they can't get mat t ied on the kind 
of niones paid b\ agencies/' says a 
noted advertising ecbieatoi. 



Theie is a well-wom axiom in 
the advertising business that an 
agenc \ is no bettei than the people 
in it, and a second axiom goes to 
the eflect I hat the agency business is 
simply a business of people. It is 
certainly true from a standpoint of 
arithmetic: in 1961 , nearly 70' \ of 
all the dollars taken in by agencies 
in the American Association of 
Advertising Agencies was paid out 
in salaries, augmented by fringe 
benefits — gi oup insurance, major 
medical, profn -sharing and pension 
plans. 



Fairfax (-one has described the 
agency business as "the only busi- 
ness in the world where your inven- 
toi ) goes down in the elevator at 
the end of the dav." 

With people as the core of the 
advei Using business, ach ertising 
graduates, knowledgeable and in- 
terested in the field, should make 
the best trainees and potential ex- 
ecutive material. But how many 
people are agencies hiring directly 
fiom college, and how many of 
them studied advertising? 

4A Study. On the basis of a re- 
sponse from a little less than half 
the offices of 4 A agencies, and with 
an 85 r <' i espouse from those offices 
with more than 500 employees, the 
following conclusions were drawn. 

In the fust place, less than a third 
of agency offices hired anyone di- 
reeth from college last \ear (31*^ 
did, 69% didn't). 




Agency potentials study tv camera operations 

Graduate undents sec ck'niomtniiion of iv camera iec liniques ai Syracuse Lhmei sky's tv si udios, given by Professor Philip 
Hmion. (hairinan of die ach ending departmeni (2nd Irom r). Students (I-r) arc John Casey, John Malcolm, and Dick Sawyer 
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Predictions on advertising education 



John Crichton, president 
of the I /I s, recently ad 
dressed the Association for 
Education in Journalism 
at Chapel Will, North 
Carolina. Here ore some 
of the predictions he made 
concerning the agency's 
changing attitudes on ad- 
vertising education. 




1. The number of people in agencies with academic advertising 
backgrounds will increase — and perhaps be dominant. 



2. New graduate personnel intake in agencies will probably grow 
from 33% to 50% by 1970. 



3. Most of the people hired directly from college will be hired by 
very large offices. 



4. Many more agencies will have formal training programs to 
offset cost of hiring away talent from other organizations. 



5. More fellowships for teachers and internships for students, to 
acquaint them with current advertising practices. 



1! 



In the second place, the Idling of 
recent college graduates tended 10 
cluster in the linger ollices. Agen- 
cies with less than 100 employees 
hhed a total of 77 graduates, 100 
to 500 agencies hired 10f), and ovei 
500 employee agencies hired 321, 
The total is 501. 

Most of the people hired were 
men ifi$ r r men, 37' < women). 
Since this figure would normally in- 
clude secretarial, this is a relevant 
statistic. 

If the non-respondents follow the* 
same pattern as the respondents — 
probably a liberal assumption — the 
total number hired from college by 
'1A agencies is no more than 757 
annually. 

Agencies hired about 1,000. 

Since the lA agencies account 
for about three-fourths of the vol- 
ume of the entire agency business, 
then the total number of people 
hired directly from college by the 
agency business in 196 1 probably 
runs less than 1,000 per year. 

"A fair conclusion from these 
statistics would seem to be that the 
agency business hires comparatively 
few people directly from college. 
Hut who's to say if the agency busi- 
ness could absorb, at this point, all 
grads if it wanted them," says John 
Crichton, president of the 4As. "I 
understand that General Electric 
and Internationa] Business Ma- 
chines each hire about 1,000 peo- 
ple a year from the campus. There 
are no such giants in the adver- 
tising agencv business. The aeencv 
business is, on the whole, a small 
business. The 4A\s accounts for 
75^ of national billing, but more 
than half the members of the -lA's 
bill less than 51,500,000, and cm- 
ploy fewer than 25 people. 

Few training programs. "At the 

moment, there are few formal train- 
ing programs in the agency busi- 
ness. That is not to sav that a 
great deal of training does not go 
on — it does, and at all levels. In a 
recent study, most of our answers 
came from the largest fifth of our 
agency members — and of those, 
only about a third had formal 
training programs. 

"I think there will he more train- 
ing programs, and more and better 



college education, largely to offset 
the costs inheicnt in the system of 
hiring awav talent from other or- 
gani/ations and educ ating people 
in the agency," Crichton predicted. 

"In the Midwest — the TVs Cen- 
tial Region — there is alreach cstab- 
lished an outstanding program of 
summer fellowships for teachers of 
advertising who want to re-acquaint 
themselves with current ad agencv 
practices. We handled about four 
teachers t lit re this summer. In 
other areas — in our other icgions 
and councils— similar programs are 
under way. 

"Three of our Councils sponsor 
scholarships. Sixteen agencies also 
offer scholarships, usually to col- 
leges near them. 

"A large number of agencies — in- 
cluding many in the Southwest — 



offer internships, summer jobs, foi 
students interested in advertising 
as a career. One 1A agency has had 
up to 15 of these students in a 
single summer. Anodici acetic v 
now has six," Crichton continues. 

"These are tangible evidences of 
the intci ests of the advertising 
agency in its employees of the fu- 
ture. 

Agency men to college. 'We 

have operated in a number of areas 
a very successful progiam of send- 
ing agency teams to colleges to ex- 
plain various facets of agencv oper- 
ation. Sometimes these arc men 
drawn fiom one agencv; sometimes 
from several agencies; and in the 
West— at UCLA — a remarkably cf- 
fectivc case history program series 
was presented using people from 
agencies and from advertiser organ- 
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Advertising agencies try to help new grads 

The TVs sends out free bookle ts on i he advertising business, in addition to finan- 
cial belj). Despite industry ciFous the agenr\ intake of new graduates is low 



i/a lions in t lie area. 

"Finally, we know from career 
analysis that the one thing adver- 
tising agency people seem 10 have 
in common is this: they worked on 
undergraduate radio / iv stations 
and publications. We are now* dis- 
cussing a program aimed at encour- 
aging editors and business manag- 
ers of college publications, and we 
may soon be making s< holarship 
and (ash awaids to some outstand- 
ing students in these areas. 

"Dr. Vergil 1). Reed, formerly 
of ). Walter Thompson, recently 
with Michigan State, and now join- 
ing the faculty of Columbia Uni- 
versity, is making a study, financed 
b\ the fA's, of the teaching of ad- 
vei using at graduate school levels. 
1 he report is not "ready for release 
set, but we do know this: we do 
know that the teaching of adver- 
tising courses in graduate schools 
of business isappaienth decreasing, 
piobably due to the advertising 
courses being combined with mar- 
hcti)i{[ courses. 

"In add it ion to fellowships, in- 
ternships, schol a i ships', teams to 
\isil colleges, and a new study of 
ecluc at ion at graduate levels, we 
have a variety of aids aimed at help- 
in"; students, diiectlv and through 
then guidance counselors, find their 
wav into the advancing business/' 



Crichton said (see box above). 

English wanted. English is the 

number one field of study, closely 
followed by advertising, marketing, 
and journalism. (Students were 
grouped undei the major subject 
they seem to have studied. The 
actual list of majors was quite 
varied.) 

Of the 53 people who were hired 
directly from college who came to 
agencies and had been trained in 
advertising in college, 12 were men. 
Of the total group, seven had mas- 
ter's degrees, the remainder had 
bachelor's degiees. 

Looking at the total number 
hired, one can see a general group- 
ing: adveitising, marketing, and 
journalism account for 114 of the 
50-1 people, or somewhere around 

— (>• 

"From the tepoi t onh English 
and advertising show more than 
10 (, () , with marketing somewhat 
lower — around 8 r < . 1 he other dis- 
ciplines are latrh even, ma \ c hange 
from \ear to veai\ and nun simph 
be a mat ten of c ha nee. 

"There is no agreement among 
agency men as to the ideal academic 
bac kground; there ate as many who 
favor a liberal ails background as 
there arc those who would like a 
fu m background in advertising, 
marketing, or business administra- 



tion. Of the Len presidents of the 
largest agencies in the U. S., only 
three came direct to the agency 
business from college. These ten 
men have very little in common in 
academic background. Nor is their 
job expei ience comparable: some 
were teachers, newspapermen, ad- 
vertising managers, salesmen. 

Educator on the spot. Hopping 

back and forth on both sides of the 
agency-education fence is Profes- 
sor Philip Burton, currently chair- 
man of the advertising department, 
School of Journalism, Syracuse Uni- 
versity, and professional adman at 
Barlow-Johnson Agency in Syra- 
cuse. In addition he has been in 
executive positions at Procter &: 
Gamble, Bell k Howell, Ruthrauff 
R: Ryan, and Bruce B. Brewer Ad- 
vertising Agency. He is author of 
six books on advertising, a foimer 
member of the board of directors 
of the AFA and several committees 
of the 4As. 

In i espouse to a request from 
sponsor Burton explains what ad- 
vertisers should know about adver- 
tising education and recent gradu- 
ates. 

"Training young people in ad- 
vertising puts the educator on the 
spot. If he loads the program with 
advei tising courses he may be lam- 
basted bv other educators for run- 
nhig a 'trade* school. People in 
the business will likewise deplore 
over-emphasis on the vocational ap- 
proach, declaring that they prefer 
job candidates with a broad liberal 
arts background. 

"Students, on the other hand, are 
eager for advertising courses and, 
if advei tising-bent, seek out schools 
that oiler a wide selection of ad- 
vertising courses. 

"Most of the top ranked college 
advertising programs in the United 
States ha\e struck a sort of middle 
ground. The student is given a 
broad liberal arts background. At 
the same time, he can obtain enough 
advertising hours to prepare him- 
self for work in the field. Every ad- 
\ei rising educator recognizes, how- 
ever, the gieat importance of a 
well-rounded education. Accord- 

(Please turn to page -Ifi) 
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NFL tv football for NFL slacks 



Stevens pushes new fabric in unique tie-in 
Tv gets 80% of budget; radio shares rest 
Huff is spokesman for new line 



Football fans around the country 
will sec a lot of the N.Y. Giants' 
star linebacker, Sam I lull, this sea- 
son in a campaign of t\ and radio 
commercials for a new fabric made 
In the I VJ-\ car-old J. I\ Stevens ic 
Co., Inc. 

On behalf of XFL Consort slac ks 
(}ep, that's what they're called) , 
the grid bruiser is seen and heard 
before and after all National Foot- 
ball League games in the I I cities 
in which the teams play. The mes- 
sages also are aired on \VI 1 1)1 1- TV, 
Boston. 

The com mere ials, which began 
16* September and continue until 
Ifi December, are minutes on tv 
and minutes and 30-seconcl spots 
on radio. The last 10 seconds ol 
each are tags which permit tie-ins 
for local manufacturers and re- 
tailers. 

Story behind the name, befoie 

getting into details of the promo- 
tion .ind tie-ins and other aspects 
of the campaign, it might well be 
explained at the beginning how the 
unusual name, XFL Slacks, came 
about. 

K. V. Treac\, Jr., managei of 
Salens' Consort fabrics depait- 
ment, started it. His department 
is listed as ~ 10 for purposes of the 
company's business ofhec IBM ma- 
chines. 

Treaty, a former college griddcr, 
is sports-mindecl, and he thought 
that pei haps some connec tion 
could be made lor promotion pur- 
poses, two \ears ago, with the San 
Francisco TJers football team. 

To be brief, this fell through, 
but the National Football League 
commissioner, Pete Ro/cllc. sug- 
gested. "\Vh\ use one team? Win 
not use the whole league?" 



This is how, in l%0, a new labric 
70 r o or Ion acr)lic and 30% wool 
woisted, came to be known as NFL 
Consort. 

Huff 'gets the ball; Sam Ilufl 

entered the picture in 1 901, when 
a good player, who was well-known 
throughout the countn, was needed 
for the promotion. Hull was ap- 
proached b) Bob Nugent. FRC&rll 
associate director tv radio, who in- 



lei estcd him in making the c oin- 
meitials. Me Liter leeched a job 
as oil season salesman. 

I hear was no tv oi ladio cam 
p t i ign that \ cai , hut I l eat \ and 
Charles F. Kelh , Ste\ ens' Consoi t 
labiits department sales nianagei, 
began a 50, 000-mile t ros-s-connti y 
toui— which extended well into 
1 9f>2- showing the NI L piomotion 
to manufa< tin ers and leading i e- 
tail outlets. 

One iiiteiesting thing about the 
presentation, is that the commer- 
cial content, made in I%I, was not 
shown on t\ that \ear. This sea- 
son maiks the first showing. 

Following this tour, sales in- 
creased I(K) C 7 in I9GI over I960. 
Fncouragctl by this success, I icac\ 




FRC&H holds skull session 

DisciisMiig ston board at a£eiic\ aie (la). 
Nugent, assoc. diiecioi tv radio, and Ru 



Li/ Giiffuhv media bmrr. Robin ! 
hard Stevens, v .p. and ah I. Mi|>er\;v^ 



SPONSOR 2-1 SF.rTFMiiER 1962 



and Kelh will Iea\ e I Iinrscla\ for 
a no i her extensive tour, lo show^ 
tlic new minis and styling* in the fr, 
VMYS line (the} always woik a \ car ^ 
ahead) and to explain the tie-ins 
with tlie big tv and radio cam- 
paign. 

J heir presentation is colorful 
and delivered with enthusiasm. 
Some manufacturers don't know 
too much about the game of pro- 
football, so the presentation be- 
gins with a film of Hull playing 
football, and then making a com- 
mercial pitch which leads into a 
showing of NFL Slacks. This is 
then followed by a 10 second tag 
for use by local advertisers. 

"I lie projection unit used for this 
showing looks like a portable tv 
set, and an executive in an office 
can watch the entire film as if he 
were watching tv at home. IIow- 
ever, the machine also is capable of 
throwing an image on a large 
screen for viewing by 100 people 
at the same time. 

'Live' rally for buyers. Following 

the filmed portion of the presenta- 
tion, Treaey and Kelly go into the 
"live" pitch. Standing on either 
side of a large promotion folder, 
they alternately flip a small white 
football back and foi ih to each 
oilier as they, each in turn, read 
the promo and add liltle facts not 
listed. At the end, tliev turn sud- 
denly to die audience— of one or 
•100— and flip the ball at it saying, 
. . and now it's your turn to 




Portrait of a linebacker 

Sam 1 IufT, Giants* star defensive line- 
backer, will work as J. I*. Stevens & 
Go., Inc. salesman during the off-season 

carry the ball." 

Here are the tie-ins made avail- 
able to buyers of the NFL package, 
as listed in the presentation: 

1. Tie in with national adver- 
tising. Run your local ads to coin- 
cide with tv and radio coverage of 
the games. 

2. Identify your NFL merchan- 
dise at point-of-sale w r ith free card 
toppers, tags and labels. 

3. Use free NFL schedules, im- 
printed with store name for give- 
aways. l T se them as envelope sniff- 
ers and counter pickups. 

]. Display official NFL Slacks 
and promotion material in store 
windows and in sportswear depart- 



ment to coincide with peak inter- 
est in the NFL games. (The more 
you j >romote the game . . . the 
more you're promoting your NFL 
merchandise.) 

5. Have a local NFL player for 
in-store appearance, or a local foot- 
ball hero, to sign autographs and 
talk up official NFL Slacks. (Get 
in touch with your nearest NFL 
publicity director. He'll cooperate, 
give promo suggestions, etc.) 

Made for dress wear. "The new, 

NFL Consort fabric is a dress pants 
fabric," explained Richard S. Park- 
er, Stevens' men's wear advertising 
coordinator. "It is strong, wrinkle 
resistant and holds a crease." At 
our presentations we also hand out 
small slide viewers with eight 
frames of film showing Huff play- 
ing with kids and with a friend 
on a golf course. (This is part of 
the tv commercial.) 

"We have a lion's share of this 
market" (orlon and worsted for 
men and boys), Parker pointed out, 
"and that is whv we are not com- 
pletely dependent on promotion to 
sell it. 

"But we are very happy with 
our promotion and advertising," 
he added. "We believe they are 
also responsible for a certain 'halo* 
effect, that is, sales going up in 
other departments, such as dacron 
and rayon, dacron and worsted 
tropicals, among others." 

As for the telecasting and broad- 
(Plcasc turn to page 56) 




On the 50-yard line at Yankee Stadium 

\t famed hall-park helping with production of tv commercial are (1 in photo at left): Chailc* K. Kelly, Stc\cns' Consort 
fabric de pt. sales mgr., and K. V. Tieacy, Jr., dept. mgr. At right, Hull (#70) brings down hack with usual predatory finesse 
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Agency invades Chicagoland shopping centers 

Since March Tatliani-Laird's unique Mobile Research trailers have been the base for nioie than 5000 iiuei views in the 
Chicago area. Agency researchers pretest ad claims, tv commercial believability anions grocery and drug shoppers 

Research 'em where they are 



Tatham-Laird takes trailers to supers 
Mobile Research units save time, money 
Red -jacketed staff checks ad claims 



Last week a sponsor editor, weav- 
ing through the scrambled 
noon-time tralfic of Madison at 
49th, felt a clap on his shoulder 
and turned to confront two grin- 
ning Chicago agency magnates, 
Art Tat ham and Ken Laird, board 
chairman and president respective- 
ly of the firm of Tatham-Laird. 

Without even pausing to ask 
what two such solid Michigan 
Avenue types were up to along 
Xew York's ad allev, the sponsor 
man demanded, "How's your re- 
search-mobile going?" 

"Too damn good," said Tatham 



with a laugh, "we're swamped with 
work." T-L Mobile Research units 
(two trailers and a truck to haul 
them) have been in use since 
March and have kicked up quite a 
storm of interest since Art Tatham 
mentioned them in a speech to the 
ANA spring meeting last May. 

The Chicago asjencv seems to 
have developed a unique and in- 
genious method of making con- 
sumer surveys which, in effect "re- 
searches them where thev are" and, 
according to T-L, saves time and 
money and produces better results. 

Physical equipment for Mobile 



Research consists of a 30-foot trail- 
er di\ided into five compartments 
for personal interviews, plus an 18- 
foot headquarters trailer used for 
screening respondents and tabulat- 
ing results. 

5,000 Interviews. The air con- 
ditioned units are hauled to shop- 
ping center parking lots in the 
Chicagoland area, and since March 
have conducted more than 5.000 
personal interviews. 

Responsibility for the Mobile 
Research operations rests with T-L 
Creative Research Director Dr. 
Donald L. Ranter and a staff of 
seven research technicians, who 
wore bright red jackets when work- 
ing "on location." 

According to T-L executives, 
there are at least four time and 
monev-savin£ advantages in the 
research-mobile idea: 

L Researchers waste no time 
(Please turn to page 56) 
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Why it pays 
to advertise your station 
in a broadcast book 



BECAUSE YOU PINPOINT THE BUYER 



I 



n a personal interview survey 
of "top-billing timebuyers'* 
made by the salesmen of a na- 
tional representative firm 97% 
of the respondents speci ficd 
broadcast books as their first 
reading choice; 95% as their 
second. 

1 low did the non-broadcast 
magazines fare? Only two votes 
for first; three for second. 

Which underscores a cardinal 
point when buying a business 
magazine schedule. Put your 
dollars where they impress read- 
ers who can do you the most 
good. 

Whether vou arc shooting for 
$2,000,000 in national spot bill- 
ing or $200,000 the principle is 



the same. Sell the men and 
women who really do the buy- 
ing. 

In the world of national spot 
placement actual "buyers" num- 
ber fewer than you might think. 
Perhaps 1500-2000 "buyers" 
(some with job title, others 
without) exert a direct buying 
influence. Another 3000-5000 
arc involved to a lesser and 
sometimes imperceptible degree. 

Unless your national advertis- 
ing budget is loaded (is yours?) 
we recommend that vou concen- 
trate exclusivelv on books that 
really register with national spot 
buyers. In this way you avoid 
the campaign that falls on deaf 
ears. 



a service of 
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TIMEBUYER'S 

CORNER 



Media people: 
what they are doing 
and saying 



If the reps keep .snalc Iiinj> up liniebuver.s at the rale iluVie fast 
becoming aeenstonied to, the business is apt to fine! itself heav\ on sell 
ers and short on btners. 'I he latest one to swell the tide oi limebiiv 
ing defectors is Bates* Bob Kerrigan. I le's gi\ ing up bu\ ing on 
Fleisthman Margarine there to do some selling lor Peters, Cliillin, 
Woodward. The leason tiled in the majority of these instaiues is, 
of course, money. 

Sibling dept.: From Chicago comes this conn ihuiion to our *i Sep- 
tember, Can't help wondering: how mam sibling limebmers, etc. 
item: John Mai per, timehmci, )\\ "\\ Chicago; brother, Paul C. llai- 
per, Jr., president* Xeedhani, Louis and P>roiby; Cliilord J. Barboika, 
Ji%, v.p. Adam Young, X. Y.; bi other, William Barborka, account 
exec., BBDO» Chicago; Keith Lewis, Petr\ IV, Chicago; wife, Rnlh 
P>abick Lewis, timebiner, Clinton E. Frank, Chicago. Our writer re- 
ports: "While some of these partner*, are not timebuyeis, they are sib 
lings— and one pair a nianied couple— then are related in business, as 
well as In blood." Contributions, anyone? 




Hauling in the big ones are small play for admen 

The fishermen (top l i) Hank Hudson, Grey; Xick Inihor none. SSCXB: Bo 
nio R;»ii>nsson, F&hfcR; Clict Sknbnngh, B.ues; 1*. P.merson, \VI 1 X -TV. 
Washington, X. C; ((enter) Dommirk Veiunralla. |\VT; Giuliy Coholan, 
XBO: Lorraine Ruggieio. Y&R; Beth lilac k. I)£:C; Frank Sweeney. LlsT; 
(bottom) Ted Rhinehait. XBC: Fail Biooine. WITX: Ron K.tai/. Burnett 

Anion*; those who managed to squeeze in a lot of fishing, swimming, 
dancing, dining, boating, golfing, and louring, during the four-day 
eastern Xortb Carolina market tour hosted b\ WITX- I V, Washine- 
ton, X. C, included (aside from those shown in photo abo\e) these 
New Yorkers: Gen Schubert, Compton; John Timko, K&E: Jackie 
DaCosia, Bates; Belie Lcckner and Tom Pesehel, Benton Bowles; 
Hope Martinez, BBDO; and Bete Beila, OBM, Also George McC.c>\, 

(Please turn to fmge 12) 
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We'll be ready 

Will YOU? 




Irv Schwartz 
V.P. & Gen. Mgr, 
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CHATTANOOGA TV 
VIEWERS HAVE 
ESTABLISHED 
"LUNCH 'N FUN" 
AS TOPS IN 
EVERY CATEGORY 
THAT ANY 
RATING SERVICE 
HAS SEEN FIT 
TO MEASURE 




CHATTANOOGA 



Call 



NOW/ 



Cuisine Exquise . . . Dans 
Une Atmosphere Elegante 




RESTAURANT 

VomN 




575 Park Avenue at 63rd St 
NEW YORK 



■S3 



Lunch and Dinner Reservations 



Michel : TEmpleton 8-6490 

. - ■ .rA, ^^n., .. I|4 ..,^a a i^r 



TIMEBUYER'S 

CORNER 



Continued 



Ayer, Philadelphia; Maum Klein, Doner, Baltimore; and Eula Keg- 
gin, The Ralph H. Jones Company, Cincinnati. 

Couniing the days niiiil Saturday is Foote, Cone Belding's Martha 
Sykes. With good reason, of course. That's the day she puts her 
Clarol and Equitable buying chores away for safe keeping in her desk 
drawer (temporarily), ninnies Henry Murray— a Continental Can sales 
rep— and takes off on a two-week honeymoon. 

Back at Compion after a week-long honeunoon is Chris Sturge who 
as we reported 27 August, was moved from media research into time- 
buying. No word \et as to his account assignment. 

The Corner pays its respec ts this week to Keuyou & Eckhardt's vet- 
eran buyer, Lucy Kerwin. A graduate of St. John's and Columbia, 
Lucy's advertising career began back in 1911 when she joined K&rE's 

New York office as a secre- 
tary. It wasn't long, however, 
before her executive ability 
began to show and she was 
moved into thnebuying. Un- 
til recently, Lucy handled 
broadcast exclusively on Met- 
recal, Xutramcnt, Buitoni 
and Quaker State. Along 
with recent changes in K&E's 
media organization, she has 
just switched to all-media 
buyer, handling Mead-John- 
son's Metrecal. A native New 
Yorker, Lucy recently ven- 
tured out into the suburbs 
and joined the legion of 
Long Island to Manhattan 
commuters. So far, she's hap- 
py about the whole thing, 
but, says Lucy, if this win- 
ter's snow is too much, next 
years she nun a°:ain be a 
New Yorker. 




Lucy Kerwin 

She's bou»hi lime nenrl) 20 years at KfcE, 
now buvs all media 



Bravo dept.: To Coiuploifs Joe Bui beck for placing 5th out of over 
1(H) entrains in the International Championship Star Class Yacht Race 
in Portugal. No novice at yacht racing— lie's a consistent trophy win- 
nor— Joe nonetheless faced up to some piettv still competition. As a 
member of the Lardimont Ya<ht Club, Joe (who buys on Ivory 
Liquid, disco Oil and Cunaid Steamship when he isn't yachting) 
found himself battling different techniques in ocean waters. But de- 
spite his limited ocean racing experience, he came up a winner. 

Taking a bit of good-natured ribbing these days (good-naturedly, 
of course) is K&E's Walter Staab for the naming of the Staab's pride 
and joy, infant daughter Pamela Ann. Shortening the name to Pain 
\nn, point out his ribbers, could easily do much to promote— free of 
cliaige— an airline with a similar sounding lag. ^ 
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Just Unleashed 






* 

BEST OF HOLLYWOOD 

FRIDAYS 
11:25 p.m. to conclusion 

BEST OF HOLLYWOOD 

SATURDAYS 
11:25 p.m. to conclusion 



J 



Pedigreed Pictures with Potent Pull 



Brand-new areas for nighttime and prime time 60's 
en the station that's No. 1 with Southeastern Michi- 
gan viewers. All-star movies! First time strip in the 
marketof a top TV favorite! Call STS for choice avails. 



*• 



Sir rred *or the first time in the 
Detroit market 

HIGHWAY PATROL 

starring Broderick Crawford 
6 30 7 OO p.m.. Mon. Sat. 



BATTLE CIRCUS 

Humphrey Bogart, June Allyson 

THE ACTRESS 

Spencer Tracy, Jean Simmons 

carbine Williams 

James Stewart. James Arness 

THE LONE STAR 

Clark Gable. Ava Gardner 

ABOVE AND BEYOND 

Robert Taylor, Eleanor Parker 



THE BAD AND THE BEAUTIFUL 

Lana Turner, Ktrk Douglas 

THE PEOPLE AGAINST O'HARA 

Spencer Tracy. Pat O'Brien 

TO PLEASE A LADY 

Clark Gable, Barbara Stanwyck 

DIAL M FOR MURDER 

Ray Milland. Grace Kelly 

MOGAMBO 

Clark Gable. Ava Gardner 



DON'T GO NEAR THE WATER 

Glenn Ford. Gia Scala 



1 MILWAUKEE 
1 UTTT-TV 


CLEVELAND I 
WJW-TV 1 


V MIAMI 
S WGBS 


1 CLEVELAND | 
L WJW 1 



ATLANTA 
WAGA-TV 



LOS ANGELES 
KGBS 



DETROIT 
\VJBk-T\ 



DETROIT 
WJBK 



TOLEDO 

wsrivn 



TOLE1X) 
WSPD 



NEW YORK 
\\ UN 



PHILADELPHIA 
WIBG 



/ Mrnnrjxr sT.-moxs 

STORER 

hr(wx: isnsc co. upjm ' 



STORER TELEVISION SALES, INC., representatives for all Storer television stations 



TV SPECIALS 

{Continued from page 27) 

exposed to the air and as the cost 
factors went higher and higher in 
order to am art glittering names, 
there was a perceptible falling ofi 
ol specials, according to Travicsas. 
High costs also led to co-sponsor- 
ships, he said. 

New clients came in. When the 
networks were Hooded Kith enter- 
tainment specials (circa 7)9-'G0) it 
had reached the stage where indus- 
try figures weie asking this ques- 
tion: "How can von make vour 
special more special than the other 
fellow's special?" Meanwhile, lots 
of new clients weic getting their 
feel wet in this special business. 
"Today, with multiple sponsors, 
many new client names are also ap- 
pearing on the scene. 

Another important development, 
Travicsas noted, was the excellent 
client i cat tion to public affairs spe- 
cials, both on a national and local 
level. "Yon can now approach 
clients with documentaries without 
apologizing/' he observed. "There 
is more time and more imagination 
going into the production of news 
specials. Moreover, the networks 
aie giving more and better time ex- 
posure to these documentaries. 
And, importantly, cost factors arc 
a lot less, and in many cases, the 
networks aie absoibint: much of 
the production costs." 

Travicsas observed that there was 
a tiend in the business to stay away 
from the woid "documentary" and 
towaid "actuality." "A good 'ac- 
tuality,' " he said, "properly pro- 
moted, gives yon a good advertis- 
ing \eliiclc." 

l : iom the acheitisci's and the ad- 
vertising agency's point of view, 
the tv spec ial makes dollars and 
cents sense onh if it is part of the 
o\ ei all maikcting activity, Henry 
Bucrcllo, v.p. and manager of the 
New Yoik office, Guild, Basrom R: 
Bonfigli, tolcl sponsor. 

Clients are more selective. Ad- 

\crtisers and networks are now 
more selective as to what is and 
what is not a spec ial, Edwin S. 
Fricndh, NBC vice president, spe- 
cial programs, told sponsor. The 
fall and decline of specials a few 
\ears ago, in a large measure, was 
caused b\ a saturation of specials 
the public did not legarcl as spe- 



cials, Fricndh obsei\cd. The en- 
tcrtainnient special of today is an 
important segment of XBC TV's 
schedule, he said, and without the 
diversity, quality and scope of spe- 
cials, tv "would be as satisfying as 
the month of July without the ex- 
citement of the Fourth." 

Friendly's interpretation of a spe- 
cial is a piogram which presents to 
the tv audience a format or per- 
sonality not usually seen. "For 
example, Danii) Kaye will make his 
only tv appearance of the season in 
The Danny Kaye Show, an 11 No- 
vember special," Friendly said. "On 
18 December, NBC will piescnt tv's 
first animated cartoon version of 
Charles Dickens' Christmas Carol 
and the NBC Opera will present 
five operas in English." 

Single sponsors still around. 

Though the trend is toward multi- 
ple sponsorships of specials, Friend- 
ly says many major advertisers are 
still total sponsors of NBC specials 
this coming season. But NBC TV's 
real push will evidently be seen in 
the vast array of some 50 major 
news and public affairs specials 
this coming season. This makes a 
25% increase over the T)l-T>2 out- 
put of NBC specials. 

Nor is the bloom off good enter- 
tainment and news specials at 
Young & Rubicam. Commenting 
on the 10th anniversary rear of 
specials. Charles C. (Bud) Barry, 
senior v. p. in charge of tv/radio of 
Young & Rubieain told sponsor 
that his agency remains convinced 
"that good special programs for the 
right clients at the right time are 
extremely effective." 

Marketing boost. "It is always 
necessary to have the marketing ob- 
jectives of the client uppermost in 
anv kind of tv buying, and there 
certainly arc times when a special 
tv piogiam can give a marketing 
program just the boost it needs," 
lianv declared. "The news and 
public alfairs specials are equally 
good on cither a one-time or con- 
tinuing basis. Again, the client's 
needs must dictate the purchase of 
such propel lies. We have had con- 
siderable experience with them, for 
example in the Gulf Instant News 
piograming on NBC, and are con- 
vinced that the) are a fine vehicle 
for developing a strong and effec- 
tive aepniation' building campaign. 



"In general, we belic\e that en- 
tertainment and news specials add 
'pepper' to the schedules, and that 
the public benefits not onh in get- 
ting information quickly and in 
depth on the news specials but in 
getting an 4 extra' something in the 
entertainment specials." 

Now they mean something. Spe- 
cials are at last beginning to live 
up to their name and concept, Al- 
fred L. Hollcndcr, executive v.p. 
and head of broadcast, Crcv Ad- 
vcrtising. told sponsor. "They are 
becoming fewer and better," he 
asserted. "Their quality is adding 
lustre to the tv schedule. For too 
many }cars we saw specials that 
were far too frequent, that often 
harmed the name Special' by their 
lack of specialness, that hurt the 
shows they pic-emptcd by losing 
audience, that were created pri- 
marily to accommodate advertisers 
who could only afford a one-shot. 
In the end, they hurt the medium. 
It looks like the years of abusing 
the concept arc ending. And that 
can only mean a much brighter fu- 
ture for specials, and thus for the 
medium." 

According to Leslie L. Dunicr, 
v.p. in charge of radio/tv, Mogul 
Williams R: Savior, tv specials will 
continue to have a significant spot 
in the schedule. Dunicr told spon- 
sor there were many good rea- 
sons why an advertiser should use 
this type of exposure. For one, 
thcie's the chance of scheduling 
advertising on a nation-wide basis 
at peak promotional periods. "In 
so doing, the advertiser can also 
reach a considerable number of 
homes that may not have been 
reached at all before, or at least 
without consistency," Dunier de- 
rlared. 

K&E's pub service sponsors. At 

least three specials, largely of the 
actuality type, will be piescntcd on 
network tv in T>2 T>3 season by Kcn- 
von & Fckhardt for some of its cli- 
cuts, James S. Bcallc, v.p. and 
radio /tv director, tolcl sponsor. 
"The achei tisers we represent spn- 
sored a scries of public service pro- 
giains last \car and pioduccd ex- 
cellent results," he said. "While we 
aie aware that these programs gen- 
erally do not pull the audience of 
the shows they pre-empt, they have 
many other values. We pioneered 
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Seeing is believing where the housewife's 
concerned. She responds warmly to the 
glow of stainless steel in this video taped 
"U.S. Steel" commercial. 



Make-believe gains conviction and added 
enchantment from the video taped picture 
that brings the "Shari Lewis Show" to life 
for millions on NBC. 



Picture stories come to life on 
Scotch® brand Live-Action Video Tape! 



The same vivid sense of "it's happening now" 
that makes a video taped drama grip the viewer's 
attention, works for added believability in com- 
mercials carried on "Scotch" hrand Video Tape! 
The reason for this exceptional sense of "pres- 
ence": compatibility of picture source and the 
picture itself. Both arc electronic and give the 
viewer an image that involves no compromise. 

For black and white tv, "Scotch" Video Tape 
provides a wide, expanded gray scale for gradual 
transitions from absolute black to absolute white. 
For color, the superior picture quality of video 
tape is even greater. Highest fidclin sound adds * 
to the truc-to-lifc impression. And the sharp video 
tape original can be duplicated with excellent 
copies or with kincs made from the master tape. 



Tape has many favorable facets for the pro- 
ducer of network shows, for the adxertiser and 
agency making commercials, for local program- 
ming and closed circuit applications. Immediate 
plav back means mistakes can be spotted and cor- 
rected at once. An almost limitless number of 
special effects can be achic\cd instanth b\ push- 
button; others arc done rclamely easih. and 
never involve lab work and the long wait. 

"Techniques of Editing Video Tape" is the 
name of a booklet that offers a sampling of ideas 
used by video tape editors to build shows from 
tapes, create special effects . . . tells of icchniqucs 
that make editing easier. It's free . . .just write. 
Magnetic Products Di\ision. 3M Compam, 
Dept. MCK-92, St, Paul 1, Minn. 



SCOTCH *.S0 THE PL* 0 DtSif.N AftE REG S^EMD 
TftAOEWAftKS OF MNNESOTA Ml \ N . 4 WAS fAC 
T(j* Hi CO 5T PAUL ' »< SSESOTA £ l PCt ft T »» 
PARHAVEVijE \EW*OW* H T ,S CANADA LO*DO* 
ONTARIO C>St2 }W CO 



magnetic Products Division 



U ccrnpANY 
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specials here at K&:E and do not 
hesitate to recommend them if they 
fall within the marketing require- 
ments of our clients. The big spe- 
cial frequently falls short of mar- 
keting requirements, and big spe- 
cials are becoming increasingly 
hard to build, likewise, dilficult to 
sell," 

Like others in the field, Dan 
Melnick, ABC v. p. in charge of tv 
nighttime programing, told stonsor 
that "most entertainment specials 
have, in effect, become 'ordinaries/ 
and for that reason A1>C TV has 
always been very particular in the 
scheduling of such programing. 
"We are continuing our policy of 
limiting entertainment specials and 
of seeking out only outstanding 
shows that really are 'special* in 
nature, quality and appeal, such 
shows as The Bhig Crosby, Sid 
Caesar and Edie Adams specials/' 

Hope was held out for better but 
lewer specials in days to come by 
Max Tendrich, executive v. p., 
Weiss and Gellei . In Tendrich's 
opinion, networks and advertisers 



have now learned that regularly 
scheduled specials, as in the Hood 
days of 1959 and 1960, were not 
specials at all. "Yes-/' said Tend- 
rich, "specials in small doses can 
be a 'best buy' for an advertiser/' 

Many merchandising values. Art 

D n ram, senior v.p. and head of 
the radio/ tv department of Fuller 
& Smith R; Ross, believes there are 
still fine opportunities available to 
anyone who hasn't made use of 
specials. Like other experienced 
advertising experts, he sees end- 
less promotional pluses that go with 
the use of specials, more so these 
clays with public service t\pe. ^ 



ROCKING REPS 

(Continued from page 29) 

' I'd rather see standing room 
only in your waiting room, clue to 
tv buying activity/* replied one. 

"Yes," said another, "so that I 
may lelax and meditate the best 
sales approach to add your agency 
to our list of happy customers." 



Commenting on the "Let's keep 
America awake" line, "I feel you 
can still rock and stay awake." 

Another rep said, "Yes, onh if 
wired to receive our station's all 
day Better Music , as it never 
rocks/' 

An enterprising reply came in 
from one rep who pushed a cam- 
paign for one of Weightman's cli- 
ents, Pennsylvania Dutch Noodles. 
"Why not? Rockers are standard 
equipment in every Pennsylvania 
Dutch house. Momma uses it to 
dream up noodle dishes the family 
will enjoy. Poppa uses it during 
the winter to plan the egg laying 
and wheat planting schedule. So, 
put it not in the reception room 
but in the boss's office to inspire 
him to create a new frontier pro- 
gram for Pennsylvania Dutch 
brand/' 

One rep quickly spotted the chair 
as a new advertising medium and 
remarked "I would like to buv ad- 
vertising space on the seat." 

Another who voted "yes" added 
ruefullv, "as I seem to mostlv sit 
and not see anyone." 

A poetic approval was voted by 
one rep who wrote: 

"A little rest now and then 

is relished bv the best of men." 

The rocker the agency installed 
recently is the first of several to be 
tried out for si/e. Says agency man 
Jocelyn: "Doubt if we'll be content 
with the modern rocker when we 
see the old-fashioned one. Maybe 
we'll keep both!" ^ 

r 



ADVERTISING GRADUATES 

(Continued from page 3fi) 

ingly, few advertising programs will 
include enough advertising courses 
to constitute more than one-fifth or 
one-sixth of the total hours re- 
quired for graduation. 

"For what kind of jobs do these 
advertising courses prepare a stu- 
dent who applies for an agency job 
after graduation? It depends upon 
the student's inclinations and the 
aerenev's need. Most students who 
go into agency uork directly from 
college start in copy, research pro- 
duction, media, or account execu- 
tive training programs. Like most 
schools olTering a full advertising 
program, Syracuse University stresses 
creative training, marketing, statis- 



BIGGER than 

SACRAMENTO - STOCKTON 

One Buy Delivers 

IDAHO - MONTANA 

plus 1 1 counties in Wyoming 
at lower cost per thousand 

SKYLINE TV NETWORK delivers 10,100 more 

TV homes than the highest rated station in 
Sacramento-Stockton at nearly 18% less cost 
per 1,000. SKYLINE delivers 92300* nighttime 
homes every quarter-hour Sunday through Sat- 
urday. Non-competitive coverage. One contract 
—one billing— one clearance. Over 267,880 un- 
duplicated TV homes in 5 key markets. Inter- 
connected with CBS-TV and ABC-TV. 



IDAHO '« ID iv !d»ho Falls MONTANA— KXLF IVButte 



1 IX-7V "I win r >lls 



* sli TV Crt-at Falls 
k C» 8 H ngs 
K Hi ! 1 1 V He Una 
vlH to KXLF-TV. 



MONTANA 



KF88-TV 



»«-• 



TV NETWORK 

P. O. Box 2191 Idoho Foils, Idoho 



IDAHO 



KOOK TV 



■J J.' 



KID TV 



kLtx.TV 



UTAH 



WYOMING 



Call Mel Wright, phone area code 208-523-4567 - TWX No. IF 165 
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**» «■•<•«• Mwth. It* I 



SPONSOR 21 si rn-MHFR 1962 



Mo 

mil) 
ring 
ring 
So, 
)om 
piie 
pro- 
itch 

lair 

ad- 

led 
sit 

h 



led 
be 

lan 

pJIL 



one radio 
station in 
the nation's 
top ten markets 

surpasses all 
others in 

weekly penetration 






"THE VOICE OF ST. LOUIS" 



* Cumulative Pulte, 1962 



KMOX Radio is a CBS Owned station represented 
nationally by CBS Radio Spot Sales 
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tic s and mec hanical production (ty- 
pography, engraving, etc.). In ad- 
dition, we are hit ky enough to have 
a full-fledged radio and television 
department with complete equip- 
ment. Consequent h , we train many 
]>eople who go directly into radio 
and television work on the agency, 
network, or station level. A nunibci 
ol othei schools around lhecounti\ 
also offer down-to-earth radio and 
television training in stations oper- 
ated by student personnel. In addi- 
tion to Syracuse, such schools as 
Missouri, Illinois, and Iowa oflcr 
this opportunity — and there are 
others. 

Student caliber high. "While ad- 
vertising agencies don't break down 
the doors to recruit advertising ma- 
jors, we seem to place every wortlu 
while major who really wants to 
work in the agency area. During 
this last \ear, for example, we've 
placed people with [. Walter 
Thompson, Leo Burnett, Foote. 
('one k Helding. Doyle Dane Bern- 
bach, X. W. Ayer, and many others. 
A good number of the top agencies 
come to the campus to interview 
graduating seniors and gi aduate 
students and I can honestly say that 
agency after agency has expressed 
aiiia/emem at the caliber of the stu- 
dents. Best evidence of this is that 
ever) single agency is planning to 
make a return trip next spring; I 
have letters in the file to prove this. 

"Although most agency men 
think that each advertising major 
is eager to gel into agency work, 



this is not true. Most graduates 
look fit st at company advertising 
departments. They like the op- 
portunity and the pay scales oflcrecl 
by Procter & Gamble, Lever Broth- 
ers, General Electric, and other big 
companies. They're afraid of agen- 
cies — afraid they can't make the 
grade, afraid of the instability 
they've heard about, afraid they 
can't be married on the kind of 
money paid by agencies. J would 
say that generally the very best ad- 
\cnising graduates head foi com- 
pany advertising departments; the 
agenc ies get what's left. I'm talking 
about male graduates. Women 
graduates, who don't indulge in 
June weddings, most often end up 
in retail advertising departments 
or in agencies. A woman 'graduate, 
no matter how gifted, normally has 
a much rougher time getting that 
first agency job than does a man. 

"Can we really equip the student 
for agency work? No school, offer- 
ing an advertising major, claims 
that its graduates can learn every- 
thing in school that can be learned 
on the job. But ranking schools 
ofTeiing advertising majors can de- 
liver to the agenc y, men and women 
who know enough about media, 
about copy , about layout, about 
marketing, about general advertis- 
ing procedure to enable them much 
more quickly to fit into an agency 
job niche. Schools can sort out for 
agencies the students who are nat- 
urals for the business, and those 
who are misfits. While almost no 



achci tising educator will say his 
majors are ready to take over the 
first clay on the job, everyone of 
them has had students who did 
just that. 

Educators are experienced. 

"Anyone not acquainted with what's 
been going on in advertising educa- 
tion in recent years might wonder 
whether the advertising educators 
are capable of judging the merits 
of their students for advertising 
work. So far as I know, every first- 
rate university department in the 
country is staffed by people of long- 
time experience in the field. To 
name a few, there's Warner at 
Washington, Britt at Northwestern, 
Gross at Missouri, Crawford at 
Michigan State. These men have 
held top executive posts in agen- 
cies, in companies, in media. By 
any standard, they are qualified to 
practice advertising, to teach adver- 
tising, and to judge whether a stu- 
dent has enough knowledge, chive, 
and potential to make it with an 
agency or with a company. 

"Advertising majors arc not so 
numerous at the moment that ad- 
vci tising educators have become 
a la lined about a lack of job possi- 
bilities upon graduation. In most 
schools, there is a pretty sensible 
balance between the number of 
advci tising majors and the number 
of jobs available. This situation 
is helped considerably by the fact 
that most advertising programs in 
school arc tough enough to climi- 
(Plcasr turn to page 5 \) 




surgery in a snowstorm? 



If picture quality isn't too important, 
viewers could watch another station 
in this market, but most people prefer 
to stick with us. Metro share in prime 
time is 90%, and homes delivered top 
any other station sharing the other 10%. 
{ARB, March, 1962) Your 
big buy for North Florida, 
South Georgia, and South- 
cast Alabama is 
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THOMASVILLE 

BLAIR TELEVISION ASSOCIATES 



WCTV 
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RCA CARTRIDGE TAPE SYSTEM 

Automatically Triggers Playback Units, Tape Recorders, Turntables, and Other Devices 




Here';; a unique built-in feature! The 
Recording Amplifier of the RT-7B Car- 
tridge Tape System generates two kinds 
of cue signals. One is used to automati- 
cally cue up each tape, at the beginning 
of n program, the same as in ordinary 
units. The other signal, a special Trip- 
Cue, can be placed anywhere on the 
tape. This will cause the playback unit to 
trip and start other station equipments. 

You can preset two, or a dozen or 
more RCA tape units, to play sequen- 
tially. You can play back a scries of 
spots or musical selections, activate tape 
recorders, turntables, or other devices 



capable of being remotely started. (In 
TV use Trip-Cue is ideal for slide com- 
mercials. Tape announcements can be 
cued to advance the slide projector. ) 

You'll like the RT-7 Ifs automatic, 
silent operation, its compactness, high 
styling, perfect reproduction. Cartridge 
is selected, placed in playback unit, for- 
gotten until "air" time, then instantly 
played. Cueing and threading are elimi- 
nated. Cue llulTs are a thing of the past' 

T ransistor circuitry, good regulation 
for precise timing, low power consump- 
tion, are among other valuable features. 



See your RCA Broadcast Representative 
for the complete story. Or write RCA 
Broadcast and Television Equipment, 
Dept. MC-264. Building 15-5, Camden, N.J. 




THE MOST TRUSTED NAME IN ELECTRONICS 



WMAL-TV 

TV NEWS LEADER IN 
THE NATION'S CAPITAL 

INAUGURATES A NEW 
CONCEPT IN TELEVISION 

NEWS PROGRAMMING 
FOR WASHINGTON 

THE EVENING 
REPORT" 

6:30 » 7:30 P M 

MONDAY '»"" FRIDAY 



A complete hour-long report of all the day's 
news, compiled by Washington's largest, most 
experienced and best equipped local radio- 
television News staff. Its facilities include 6 
radio-camera equipped Newswagons, the city's 
only News Helicopter, 2 World-wide News 
services, a high-speed film laboratory and 
Washington's first mobile VTR unit (in operation 
next month), plus the ABC World-wide 
News staff. 



6:30-6:45 PM- 
6:45-6:50 PM- 
6:50-6:55 PM- 
6:55-7:00 PM- 
7:00-7:15 PM- 

7:15-7:25 PM- 
7:25-7:30 PM- 



•ABC Evening Report 
-Backstage 
•Business News 
-Sports 

-Area Round-up News 
D. C, Mi, & Va. 

-Capitol Report 

■Weather 



Check H-R Television for Program 
and Spot availabilities 




wmol-tv 

Washington, D. C, 

An Evening Star Broadcasting Company Station, 
represented by II-R Television. Inc. 
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WASHINGTON WEEK 
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Prehearing conference on the proposed NBC swap of its WRCV-TV, Phila- 
delphia, for ItKO's WNAC, Boston, brought out a prediction that NBC's existence 
as a network is in jeopardy in the proceedings. 

However, it must be noted that the statement seemed extravagant to all concerned in 
the complicated proceedings, especially to NBC. 

Also involved is the Philco application for a new tv station on Philadelphia channel 3 
which, if granted, would leave NBC nothing to trade. RKO General counsel W. Theodore 
Pierson was the one who foresaw the great danger to the network. He said the only way 
Philco could win the channel would be to prove NBC unfit to operate it, and, if NBC 
were so found in Philadelphia, the same thing would be true elsewhere. Finally, since a 
tv network can't operate without o&o stations, Pierson reasoned, the network w r ould go out 
of business. 

Pierson's whole point was that if Philco won the channel from NBC, that company 
would have a third station, there would be only two tv networks still in business, and hence 
Philco couldn't give Philadelphia network programing, Irving R. Segal, represent- 
ing NBC, appeared more amused at the hypothetical chain of events than alarmed. 

License renewals for the Boston and Philadelphia stations, Philco 's competitive bid for 
Philadelphia channel 3, and the applications for the projected RKO-NBC trade are all that 
remain of the most sweeping series of station sales and trades in the history of broadcasting. 
Actual hearings are slated to start on 22 October; another prehearing conference is set for 
3 October. Prospects are still for a long and bitter battle. 

Philco appeared to lose a point on the seriousness with which RCA-NBC antitrust nolo 
contendre pleas would be considered. But antitrust matters will be the Philco main line of 
attack. Justice Department, which dictated NBC divestiture in Philadelphia, wants to take 
no part in this case. 

Stability of TV channel allocations seems assured for at least 10 years. Con- 
clusions about the suceess of the all-channel-set law in encouraging construction of 
uhf stations will be withheld for at least five and more likely eight years after the 
early-1964 eutoff date for making of vhf-only sets. 

Chances are, if it is found that uhf stations still can't compete, a totally new set of 
Commissioners will have to face up to a renewed problem of what — if anything — to do about 
it. However, such a new Commission wouldn't have one of the most pressing problems 
confronting deintermixture or a larger scale shift of tv to uhf. That would be set incompati- 
bility. 

Meanw T hile, there has been some stepup of interest in uhf channels, and there is a possi- 
bility of even more when additional uhf receivers are in the hands of the public. However, 
there is still doubt about the economic ability of the nation to support too many 
high-cost tv operations in a community. 



Another interruption in the FCC trend toward "tough" decisions could be in 
the making with a hearing examiner's recommendation against cancellation of 
the lieense of KWK, St. Louis. 

KWK was hit with another of those charges revolving around contests. FCC hearing 
examiner Forest L. McClenning absolved the ownership for misdeeds of a station 
manager, who was fired after the irregularities came to light. The decision is, however, 
subject to Broadcast Bureau appeal to full Commission. 



SPONSOR/24 SEPTEMBER 1962 



51 



SPONSOR HEARS 



24 SEPTEMBER 1962 / c«pyriiht mz 



A round-up of 

trade talk, trends and 

tips for admen 



General Foods, which seems bent on becoming a substantial customer of net- 
work tv specials, proved late by a day in picking up a replay of the Mary Martin 
version of Peter Pan on NBC TV (tagged around $500,000 for time, talent). 

An order had very shortly before GF's bid come in from Lipton and Timex. 

The food giant was ready to sponsor the entire two hours. 



ABC TV has apparently changed course in its previously posted restrictions on 
advertiser participation in the Wide World of Sports. 

An earlier memo had thumbed out among other things such categories as drugs and 
patent medicines and alcoholic or malt beverages. 

Pabst has since been gathered into the fold. Explained ABC TV sales: somebody went 
off base; certain types of proprietaries would be welcome. 



It'll cost ABC Radio $100,000 a year for the coincidental phone recall service 
that the network is buying from Sindlinger, the first of which monthly reports will 
be issued next week. 

The alliance was incidentally spawned by the network's strong dissatisfaction with 
Nielsen's system for counting actual listenership. 

As ABC Radio research manager Elizabeth Harris puts it: Sindlinger will orient 
bis measure to people and not to machines (audimeters). 



N. W. Ayer has about seven years to go before it can celebrate its 100th anni- 
versary but there's a quirk about its founding that may not be generally known to 
admen. 

The actual founder was Francis Wayland Ayer, who felt that he was too young to 
put his own name on the door and so he adopted his father's front initial and sub- 
merged his own identity in the "& Son." 

The elder Ayer's own interests were foreign to advertising. 

The theme about sons who have followed in the footsteps of their sires is one that catches 
the fancy of people in any trade or profession. 

Here's a random updating of that theme as far as agencymen are concerned: 



FATHER 


SON 


CURRENT CONNECTION 


James T. Aubrey 


Steva Aubrey 


J. Walter Thompson 




James T. Aubrey, Jr. 


CBS TV 


Robert T. Colwell 


Howard Colwell 


Kudner 




Richard Colwell 


Bristol-Myers 


Clifford Dillon 


Bryan Dillon 


Benton & Bowles 


Marion Harper 


Marion Harper, Jr. 


McCann-Erickson 


A. W. Hobler 


Edward Hobler 


Needham, Louis & Brorby 




Wells Hobler 


Gardner 




Herbert Hobler 


Videotape Productions 


Chester J. LaRoche 


Chester R. LaRoche 


C. J. LaRoche 


Henry Legler 


Ross Legler 


Ted Bates 


Earl Ludgin 


Roger Ludgin 


Leo Burnett 


Charles McKee 


Rudyard McKee 


J. Walter Thompson 


Henry 0. Patterson 


William Patterson 


Ogilvy, Benson & Mather 
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"Film docs the unusual! 



99 




SPARKLE! SPARKLE! SPARKLING BEAUTY: A Procter & 
Gamble proposition for its product ZEST, beautifully 
demonstrated through the stopping power of highspeed 
photography (128 frames per second). Possible only 
through precision camera work. Best with Eastman high- 
speed film for the negative. Plus Eastman print stock to 
bring all the quality inherent in the negative to the 
TV screen! Two steps— negative, positive— each of vital 
importance to sponsor, network, local station, viewer! 
For further information, write. 

Motion Picture Film Department. 

EASTMAN KODAK COMPANY, Rochester 4, M Y. 

•* * 

Eos* Coasf Division, 342 Modison Avenue, New York 1 7, N. Y. 
Midwest Division, 130 Eost Rondolph Dr., Chicogo 14, 111. \ 
West Coosf Division, 6706 Sonto Monico Blvd., Hollywood 38, Colif. \ 

For the purchose of film, W. J. German, Inc. Agents for the sole ond 
distribution of Eostmon Professional Films for motion pictures ond television, 
Fort Lee, N. J., Chicogo, III., Hollywood, Colif. 



ADVERTISER: Procter & Gamble, Inc. (ZEST) 
AGENCY: Benton & Bowles, Inc. PRODUCER: Filmways, Inc. 



ADVERTISING GRADUATES 

{Continued from page 18) 

liiii t* the laint-heai ted, and ihose 
v\h<> lack potential for lhe field. 
\nd a lime-saver 1 h is is for 

lhe agencies and 1 lit* companies! 

"One de\elopnieni that lias 
helped enoi mousl) in picpai ing 
si li den is (or ageiu v woi k is die 
growl h of slimmer inieinship pro- 
grams in which lhe smdeiit woiks 
during ihe snminer helore he enters 



his senior veai. Usuallv this is 

• 4 

done with an nuclei standing 1 ha l 
if he likes the agency and lhe agen- 
cy likes hiin, that llieie mav he a 
job wailing foi him ihe following 
[nne. II more agencies would 
olfei such internships theie would 
he fewer agenex woirics about 
where 10 ohtain (ompeieni person- 
nel in the Inline/' Bin ion contends. 

''Altogether, I would sa} thai ad- 
vertising ediuation has much to 
ofFer the aclveiiising agency, and 




... . ■ . ^ h 



Jerry Sprague, of Cunningham & Walsh, joins the Tricorn Club 

Actually, he's belonged for years. Just never got around to being "hatted." 
He's belonged because Jerry knows North Carolina's No. 1 metropolitan market 
is that combined three-city "tricorn" . . . Winston-Salem, Greensboro, High Point. 
Jerry and other media experts know it's first by those basic marketing yardsticks 
of population, households and retail sales. Now, how can a sales minded spot 
TV schedule afford to omit the No. 1 metropolitan market in the state that is 
12th in population? Big bonus, too — of 14 other thriving cities and lush farm 
country. All covered to their eyes and ears by WSJS Television, night and day. 
P. S.: Stumped for a test market — isolated, balanced, inexpensive? We take 
orders of all sizes. 






fl 



TELEV1S1 ON 
WINSTON -SALEM GREENSBORO HIGH POINT 



vice versa. Sometimes, however, 
I'm a bii amazed b\ ihe skeptical 
attitude of so main advertising 
practitioner* toward aihcuising ed- 
ucation. An industry so beleagu- 
ered b\ articulate and powerful 
critics should well nine an attempt 
to raise inrimtn standards and 
should leriainh count as true 

4 

friends the aclveiiising educators 
eager to help in the training oi 
competent personnel." 

So the situation stands todav, bin 
Crichtou has high hopes for the 
\eais ahead. 

The future. "It is piobahle that 
the number of people whose aca- 
deiuii hac kgrounds are basicalh 
advei i ising oriented will increase 
in agencies — and perhaps be pre- 
dominant," the 1A president said. 

"Fi equentlv voting job hunters 
need motivation— and a good deal 
ol lough minded determination— 
to gel a job in the agency business, 
lhe) get pushed mound a good 
deal. r l he\ don't get a very warm 
i ec eption. Wheihei the agency 
business is actuallv more callous 
than other businesses, is a matter 
of opinion. Rut it certainly has a 
reputation for caring very I ittle 
what voung job applicant*! think of 
its personnel methods. 

" This is a (jnoie from a letter to 
us from a professor at a major east- 
ern university . 1 lis point is that 
his promising young students were 
rucleh treated. 

AVe are attempting to prepare 
Noting men and women for careers 
in advenising l>v offering them an 
overview of advertising's place in 
the socio-economic .scheme of 
things as well as a knowledge of 
the basils that make it work in ful- 
filling its function. Earh in March, 
two members of ni) senior adver- 
tising c hiss headed for New Yoi k 
(admittedly unannounced) to trv 
their luck at several of the larger 
agenc ies. 1 would hav e been cle 
lighted to have either of them 
woiking for me in the field and 
would siack ihem against the out- 
pin of any graduating class for 
success in (and improvement of) 
the advertising business. Thev 
were well received at one agency, 
politely handled at another, and 
crudely dispatched at three, with- 
out an\ indication of what fnlure 

4 

action on then pan might even 
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to the OLD 

SOUTH 






iniroaucin 





CHANNEL 




TELEVISION 

CHARLESTON 

South Carolina 




Bringing 
Carolina 




to the 
Lowcountry 



ADVERTISING TIME SALES, INC. 
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tu;ill\ consummate in an interview. 
An isolated example?' 

"Wi' need to learn iroin Voltaire: 
4 \\"e cannot always oblige, but we 
< an alwavs speak obligingh .' 

"In the Inline we will need a 
Li rge n u in her ol people." says 
Ciichton. "In 1950, Nuiinan 
Si rouse ol j. Wahei 1 honipson 
loreeasi the need loi about ,H,125 
people a \eat, ol whom about 
2,100 would be prolessionals- that 
is. specialists in t lie advei i ising 



agency business. I hat loreeasi 
holds up well. Of our total needs, 
about one-third is now being Idled 
From college. That proportion will 
almost ceriainh grow. It could be 
hall the 3 J 25 in 1 1)70. 

"Pei haps, 10 years Iroin now, 
100,000 people will be needed to 
handle an advertising volume near- 
l\ double the S12 billion toial to- 
clav. Moie ol them will be the 
products ol specialized training in 
college." ^ 



Suddenly we offer 




ADDITIONAL VIEWERS 
in NORTHERN MICHIGAN! 




WWTV's ncw satellite (WWUP-TV at Sault 
Ste. Marie) is now on the air — delivering 
35.9 r r more of the television homes in 39 
counties of Northern Michigan! 

WWTV/ WWUP-TV combined now cover 
874 J 00 people in Michigan and contiguous 
Canada. The elTective buying income of people 
in this area is $1,304,145,000 annually. 

This unique combination leally saturates our 
fast-growing industrial area. To get equivalent 
coverage with other media, you'd have to use 
20 radio stations, or 13 newspapers! 

Ask your jobbers or distributors in this area. 
The) know the stor) ! 



rv 



FLASH! As we go to press, A.R.B. reports of tele- 
phone coincidental surveys arrive (started 10 days after 
WWUP-TV began operation as full time satellite). Results 
indicate that 35.9% expected listenership increase has 
been greatly exceeded. 



WWTV/ WWUP-TV 

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE 



CHANNEL » 
ANTENNA 1640' A A. T. 
CBS • ABC 



CHANNEL 10 
ANTENNA UK' A. A. T. 
CIS • ABC 



NFL ON TV 

{Continued from page 38) 

c asting of the football games them- 
selves, it was explained by Ric hard 
Stevens, Fletcher Richards, Calkins 
k H olden vie e president and ac- 
c omit supervisor— and no relation 
to the client— that onh CBS sta- 

4 

lions in the 11 league cities (plus 
boston) would telecast the games, 
and residents would view onlv 
"away" games. 

Stevens pointed out that the net- 
wot k paid £),300 ( 000 to the league 
for telecast lights to the games for 
T)2 and '63. The radio stations, he 
added, made the bins individually, 

4 4 

whether the) weie part of a net- 
work or independent. ^ 



Awty-Knodel, Inc., £ xctutfv* Nofionof R#prcj«nfoffvei 



MOBILE RESEARCH 

(Continued from page 89) 

travel line from house to house. 

2. Xo time is lost bv household 
d i su ae t ions — phones, children, 
pets, etc . 

f>. Xo time is wasted calling on 
non-shoppers. 

•1. Xo needless expense in train- 
ing new interviewers for each ncw 
Minn. Permanent stall handles 
all work. 

Other than time and tnoncv sav- 
ings, however. T-L believes that 
Mobile Surveys have other even 
more important advantages, in- 
cluding close control of new prod- 
ucts oi advertising where security 
is import ant, the ability to get 
"fresh" respondents in one intcr- 
\ iew nuclei ideal renditions, and 
the ability to test "all six of the 
basic factors which determine ad- 
vertising ellec tiveness." 

T-L's six factors. The Chicago- 
based agency (it has branches in 
X. V. and Hollywood) feels that 
most copy testing concentrates on 
onh one measurement such as re- 
call, association of ideas or sight 
reai lion. 

Tatliam-1 ,aircl. whic h does cx- 
tenshe pre-testing of themes and 
tec hnicjiies loi t\ commerc ials, be- 
lieves that six fac tors are impor- 
tant. 

1) basic appeal of the sales prop- 
osition 

2) nuclei standing ol the sales 
proposition 



RADIO 

WKZt KAUMAZ0O-IATTLE CREEK 
WJU GRAND RAPIDS 
WJtWM MAND RAPIDS-KALAMAZ00 
WWTV4M CADILLAC 

TELEVISION 

WKZ*1V GRAND RAF1DS-KALAMAZ00 
WWTV/CADILLA&TRAVERSE CITY 

Ami 



/WWUMY SAULT STE. MARIE 
RMN*TV/ IIKCOIN, NEIRASKA 

/KIIM.TV GRAND ISLAND, NEI. 
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sense ol personal involvement 
will] the pi o(hi( i 

I) believabiliu of ;id promises 01 
rl;i iiiis 

5) attitudes erected b) the a<I 
toward the piodnrt 

G) attitudes created by the ad to 
the ad itself. 

T-L h:is been reseat c hing on this 
six-point basis for approximated 
two \ears. 

Mobile unit operation. In eon 

dotting Mobile Research sur\e\s, 
Id. selects a shopping centei and 
hauls in its units lor ;i pei iod of 
several day* (nsnalh Thnr f sda\ 
through Monday). 

Signs are phi red on the pave- 
ment around the trailers and intei 
vicvees are also buttonholed bv 
Mobile Survey personnel, who 
wear bright red jackets. 

Bait is theofTei of a $1 mereban 
disc certificate, redeemable at am 
store in the center within ten da vs. 

Respondents are shepherded first 
to the control trailei where ihe\ 
fill out cards of basic information 
(name, address, phone, sex. occu- 
pation, etc.). as well as specific in- 
formation about product use oi 
need. 

This last enables the researchers 
to channel interviewees in the sur- 
vey for winch the\ are best suited 
(as many as six different surveys 
are conducted at once). They are 
then directed to die interview trail- 
er where T-L interviewers spend 5 
to 25 minutes with each. Each in- 
terview compartment is equipped 
to show all tvpes of ads. including: 
ot course, n commercials. 

And they love it. During a four- 
day period T-L's research center 
conducts 500-1,000 interviews, 
which are tabulated in the control 
trailer and analv/ed bv electronic 
equipment and trained specialists 
at the agency's home office. 

T-L reports "Because shoppers 
come to our trailers voluntarih 
they are in a receptive mood and 
do not resent being questioned. 
Instead, many seem flattered and 
consider the whole operation as a 
lark— a pleasant change of pace in 
their daily routine. Also, the\ ap- 
preciate the SI gift certificate— far 
more, incidentally, than some in- 
expensive merchandise gift." ^ 



THE LEADER IN THE 
SYRACUSE MARKET! 



DELIVERS 50%* MORE HOMES 

THAN STATION "B" 



"ARB MARKET REPORT 
MARCH. 1962 




Channel 3 • SYRACUSE. N. Y. * 100 K W 



Plus WSYE-TV channel 18 ELMIRA, N.Y. 



Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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OR-WEEK 



Advertisers 



Continued 




Mouseketeers mingle with tv fans 

Jinnim- Dodd (lar 1) and By Williams (1) have a good lnugh with iwo young fans 
at West Vk u* I'aik. Pittsburgh. Dodd. Head Mousekcieci of the "M it key Mouse 
( Hub." appealed with local host Williams at annual X 1U ' W1IC Family Day 



! 






Out of this world 

I'hafs what PrUcilla Young, emcee of 
W'SLS-TV, Roanoke, show "Profile" 
thinks of this outfit. She gi\cs audi- 
ence view oi what spate gals will wear 





Cards on the table 

WIP, Philadelphia, had to use a huge 
table to stoie moie than 113.000 cu- 
tties for S 12.000 home, first pii/t. Sur- 
V( \ ing si cm : I lai \ 1 y Glascock (1 ) f 
^cn. tngi.. \ unci Paulsen, piog. dir. 



Grove goes network tv 

R. W. Tenement, Grove assist, adv. 
v.p., signs NBC '1 V toittiat-t foi Bio- 
mo Oninine. Seated: 111.11 kt". v. p. 
Gene Poss, N B( daytime sales dir. Jim 
lleigeu. Standing: Gardner v.p. Charles 
Huilci, NHC sales v |>. Angus Robinson 



Scott Paper will put about $150,000 
of left-over fourth quarter ad 
mone\ into network tv. 

NBC TV is the beneficiary. 
Shows involved are "Plav Your 
1 lime h" and "Make Room for 
Dadch." 

General Mills will introduce tin cc 
new items in selected markets this 
fall. 

All t hi ee, handled by Do) le 
Oil 110 Uernbat h, are casserole 
dishes: Noodles Alnioiuline, Maca- 
roni and Cheddar, Noodles Itali- 
ano. 

Spot tv will figure importantly 
in the introduction. 

Financ ial report: Sales of Camp- 
bell Soup for the I9G2 fiscal \ear 
were $591,550,000, an increase of 
To o\er last year's $572,403,000. 
learnings per share of $4.01 were 
up 2% over the fiscal 1 96 1 earn- 
ings of $3.95. Net income after 
taxes was SI 1,765,000 compared 
to $43,909,000 last \ear. 

PEOPLE ON THE MOVE: Alex- 
ander l\ More to manager, adver- 
tising, of the 1 luntington Alloy 
Prodnc ts division, The Interna- 
tional Company . . Charles A. 
OWl alley to cxe< 11 1 i \ c vice presi- 
dent of the Hoi den Pioneer Ice 
Cream division, effective 1 Novem- 
ber, replacing Robert H. Comfort 
who was recently appointed vice 
president of Borden's Milk fc Ice 
Cream Co. . . . John F". Whitconib 
to corporate vice president of Min- 
nesota Mining & Manufacturing, 



The recent merger of Roche, 
Rickerd & Clearv and Henri, Hurst 
& Mt Donald, Chicago is one of the 
bmtrest atretic v combines to come 
along in cptite a while*. 

Operating under the new name 
of Roche, Rickerd, Henri, Hurst, 
the merged agency estimates its 
billings at $9 million. 



Onires are at 520 N. Michigan 
Vvenne. 



jadon, Chicago's only Junior 
Achievement advertising agency, 
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held its first leiniion tliis mouth 
in the ollices of its sponsor, Norili 
Advertising. 

The idea ol establishing an ex- 
perimental ;i<;en< \ to he stalled In 
Noting people was <on<ei\ed 1>\ 
Xonh president Donald 1*. Vaihan- 
son in the spi nig of \W\. 

Meeting at Xorth on a weekly 
basis, Jadon staffers learned basic 
advertising principles ihioiigh in- 
formal discussions with a»encv 

O 4 

personnel. 

Agency appoinieinents: Almo hi 
dustrial Electronics to Dorennis & 
Co., Philadelphia . . . \utrod\nam- 
ics to W. 15. Doner . . . Vescly 
Manufacturing to MaeManus, John 
& Adams . . . Maradcl Products to 
Kenneth Rader for a new deodor- 
ant, Dri-clay, licensed from Strand 
Cosmetics Company . . . J. R. Claik 
and Wash's Coffee to SlucManus, 
John & Adams . . . Tddo fc Taor- 
mina to Weigluman, Philadelphia, 
for its Progresso Brand Oualit\ 
Foods throughout Philadelphia, 
Central Penns\l\ ania, Baltimore 
Washington, and Pittsburgh . . . 
Jacob Ruppert Brewery to Henry 
R. Turnbull, ret cinlv-formcd a<ren- 
cy, effective I January . . . Morton 
& Converse, 27-store drug chain, to 
The Goodman Corporation . . . 
Eldon Industries to Wade Adver- 
tising, Los Angeles . . . Empire 
State Hearing Aid Bureau to 
Wexton. 

International appointment: Mobil 
International Oil. international di- 
vision of Socony Mobil Oil, to Ted 
Bates. Account will be serviced 
from Xew York. At the same lime. 
A.F.lVTed Bates. S. A., Paris, has 
been appointed by the Mobil 
group of companies in the Com- 
mon Market plus Austria and 
Switzerland. 

Top brass: Carl J. RudesiH has 
been named a senior vice president 
at D. P. Brothel . Detroit 



Xew* v.p.'s; James Stewart at Wil- 
liam Est\ . . . Philip Becker, Wil- I 
Ham T. Noble, and William A. 
Sharon at Benton ^ Bowles . . . 
Richard S. Greedon at Ted Bates 
. . . Robert G. MtKown at D. P. 
Brother. 





L 
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Wheel barrow race winner 

Frank Messn. long-legged sports du 
of VVRVA, Rhhinond, won the race 
blind folded. 1 von was part of celt 
bration matking end of l ( Jn2 season 
ol **\ ees" t riple \ League baseball series, at recent employees nuetin^ 



Moore gets his stars 

I homas W. Mooie, \.p. in diar»»* < >f 
Ai»( ' J V (\), is made an honor n \ id 
miral in "Mr I Kile's Viw." I>\ 1 im st 
Borguine. star of the new nctw >i k 




Tv summit conference in New York 

The Honorable T. (). S. Benson, federal ministei of information in Nigeria, meets 
with XBC oihcials Robert Ki inner (I), pres. and Robert barnofl (l). board chmn. 





Miss Latin America crowned at Palisades 

Trudy \*alldcjuli is crowned bv last year's winner Anita Silva, in a contest 
sored by WADO, Xew Voik, Schlit/ Beer and Palisades Amusement i\uk 
Jersey. Contest resuhs weie broadcast over WADO bv Louis Rom. iiku 
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PEOPLE ON THE .MOVE: Arn- 
old Winograd to account super- 
visoi on the Srhcnle\ account at 
Noiinan, (aaig & Kuiinncl . . . 
Arthur J. Sasso to clhectoi of mar- 
keting ol New man-Mai tin . . . 
Ernes! J. I lam, Jr., to Wesle\ As 
sociates as account executive on 
\ineiican Kakei ies (Tavstee Bread) 
. . . Edw in F. IMi/ei to ac count serv- 
ice coorclinatoi at Albeit Frank- 
(.uenthei Law . . , Bert Rovirs to 
account executive at Zain R: Kirsh- 
nei . . . Peter Finney to the exetu- 
ti\e stall oi the Miami olficc of 
[. M. Matlies . . . Robert A. Milford 
to t\ < ommeic ial producer in die 
New York olhc e ol I ,ec> Burnett 
. . . John L. Owen to director ol 
broadcast for the New Vol k oflite 
of Fo o t e , Cone & I » e 1 c 1 i 1 1 g . . . 
Janic e Williams to oflu e manager 
ol Lennen R: Newell, P>everl\ Hills. 

Associations 

Tlie (Georgia Assn. of Broadcasters 
is spearheading a traffic safety cam- 
paign which would include six or 
se\en southeastern state broadcast- 
ing associations and take eflect next 
vear. 

Fhe GAI>, for the past several 
years, has held a state-wide Safety- 
I lion W eekend to promote sale 
chiving on given holidays and now 
proposes that other groups join in. 

A central theme would be ar- 
ranged with each state handling its 
own promotion but all would 
work on the project over the same 
holiday weekend. 

Another note horn the GAR: 
Kenneih A. Cox, chiel of the FCC 
broadcast bureau, heads the list of 
speakei s invited to the Southeast 
Radio- PV Seminar meeting on 
CATV scheduled foi 10 Ociobei 
in \t lanta. 

Social note: "Showboat's A* Com- 
iiF " on 27 September when the 
Advertising Women of New York 
Foundation launches its Golden 
Jubilee Cocktail Part). Plate is the 
Motel Commodore and proceeds go 
to the Foundation's charitable and 
educational activities. 

PEOPLE ON THE MOVE: Roy 
E. Morgan, exemtnc \ ic e presi- 
dent and general manager of 
WILK, Wilkes-Uarre. to the board 



ol directors ol the Assn. foi Pro 
fessional lWoaclc asting Education, 
re])lac ing William Holm, foi mei 
general manager ol WLPO, La- 
Sal le. 

Tv Stations 

Initial plans to provide naiional 
exposure for local creative lalent 
to be presented on the "Reperioire 
Workshop" series are underway. 

Run by the five CbS tv o&o\s, 
the series of !>5 half hour programs 
is designed to encourage the devel- 
opment of local talent. Each sta- 
tion will produce seven programs 
in the series which will be seen on 
all fne stations beginning next 
January. 

Ideas at work: 

• Concern that journalism 
schools tend to be heavily oriented 
towaid the print media, and that 
it may be up to the nation's broad- 
casters to do something about it, 
prompted WDBJ-TV, Roanoke, to 
initiate an undergraduate intern- 
ship program dining June, July 
and August. A student from Wash- 
ington & Lee University was put 
on a regular schedule at the sta- 
tion with the rest ol the six-man 
news stall. 

• A nearh 200-mile trip to 
Terre Haute was the destination ol 
WFBM-TV, Indianapolis, Fourth 
Annual Anticpie Auto 1 our. Some 
135 anticpie and c lassie vehicles 
made the trip. 

Sports sales: Twelve ol the San 
Francisco Seals Ice Hockey games 
will be carried again this year on 
KTVU, San Francisco, sponsored 
by Cnion Oil. Station has also 
sold its half-hour weekly "Kortv- 
Xiner 1 1 ighlights" to Cnited Mo- 
toi Service (l)elco Batteries). 

Sports notes: Vince Lombardi and 
his c bampion Green Bay Pac kers 
are featured in a new iv sports 
show cai i ied throughout Wiscon- 
sin this fall b\ Old Milwaukee beer 
(Post. Mori R: Gardner, ('hie ago). 
The 13-week seiies of half-hour 
shows is inn on a live-station net- 
work . . . Diamond Head Piodnc- 
i ions, I lonolulu, has obtained radio 
and iv rights to the annual Hula 
bowl post-season football game, fi 



January, which will be carried live 
in Hawaii and then oftered to 
mainland stations on a delayed svn- 

4 J 

dicateel basis. 

Social note: Northern New Eng- 
land's newest communications cen- 
ter, the new studios for WABI- 
TV and radio, Bangor, hosted a 
week-long Open House . . . "Luau 
on the Lurline" under the auspices 
of K ABC-TV, Los Angeles, was a 
great success. More than 200 of 
San Francisco's agency and time- 
buying brass turned out at Pier 35, 
San Francisco, lor the occasion. 

PEOPLE ON THE MOVE: Char- 
lie Rogers to account executive at 
WTOP-TV, Washington, I). C. . . . 
Raymond A. Gilvard to chief pro- 
ducer-director of WGAX-TV, Port- 
land, and unit manager of Tele- 
Can, a newly cieated production 
division of the Gu\ Gannett Broad- 
casting Sen-ices . . . Ramon Espi- 
nosa, Tom Popich and Alex M. 
Victor to the sales staff of KM EX- 
TV, Los Angeles . . . Ward Huey, 
Jr., to the sales stall and Rill Hag- 
man to sales service director for 
WTAA-TW Dallas . . . Elisabeth 
M. Beckjorden to station-network 
personal repi esentath e for KCND- 
T\\ Winnipeg . . . Ren Wickham 
to manager of station services at 
the TI O . . . Charles E. Haddix to 
station manager of KAIL-TV, 
Fresno . . . E. Robert Nashick to 
manager of advertising and sales 
promotion lor KP1X, San Francis- 
co .. . Georgia Cochran to the pro 
motion department of WTAE, 
Pittsburgh . . . Bruce Fleming to 
account executive at KOCO-TV, 
San Diego, 

Radio Stations 

Opera houses, prison cells, armor 
trucks, roller coasters, jury boxes, 
airliners, bridge tournaments are 
just a few of the places where port- 
able radios accompam today's vast 
out-of-home audience. 

This was the findine In WCCO, 
Minncapolis-St. Paul, from enti ies 
received in a contest on oftbea] lo- 
cations where listeners follow the 
Minnesota Twins baseball games. 

The 10 winners got new transis- 
tor c lex k radios. 

WLIR, New York, with an expan- 
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sion begun last work, hoc oincs llie 
onlv Negro community station de- 
livering news on die half hour 
seven (lavs a week. 

ruder the new coverage, the 
station will give news reports 
throughout its bioadcnst day on 
Saturday and Sundays whereas pre- 
\iouslv the fund newscast ol the 
week was at I I a.m. Saturday. 

Ideas at work: 

• VVNEW, New York, special 
science editors Karl l T hell and Stu- 
art Looiy were perhaps the first re- 
porters ever to make a simulated 
expedition to die moon. The 'Milt 
oil" was From the .Martin Com pan) 
spac e s\ stems division in Baltimore 
and Ubell and I <oon reported 
their progress to WNEW listeners 
directly from the capsule simulator 
b) a special hookup. 

• WON, Inc., Chicago, and die 
Illinois Opera Guild are again, lor 
the fifth consecutive year, conduct- 

4 

hnr their annual search to uncover 
new operatic talent. The goal of 
the cooperative search will be the 
presenting of outstanding talent on 
WON for 15 weeks, beginning 25 
November, with the winner re- 
ceiving $1,000 and the singer plac- 
ing second $500. 

• WNAC, Boston, is sending 
out, along with a weekl) program 
schedule, a measuring tape with 
this suggestion: "measure WNAC 
and find it fits . . . news commu- 
nity service, entertainment." 

Happ\ Anniversary: WSYR, Swa- 
causc. hit its 10th birthchn 15 Sep- 
t ember with all the \ im and vicoi 
or a teenager. A paiacle through 
downtown Syracuse c id m inn ted 
with open house festhities for the 
public . . . WGRP, Greenville, Pa., 
c elebrated. on 19 September, its 
third anniversan of regular broad- 
casting with 1 kw of power. 

PEOPLE ON THE MOVE: Dick 
Kelscv to local sales manager at 
WINX, Miami . . . Bndch Woniiclc 
to program director of WSPA, 
Spartanburg . . . Allen Powers to 
news director at WAIR, Winston- 
Salem . . . Hrucl Martindale and 
Harrv D. Parks to the sales staff at 

4 

WCAR. Detroit . . . Terrencc J. 
Lallev returns to WNAX, Yank- 



toiiSioiiN Cit\, as national sales 
lepieseiitaluc . . . Robin Seunoin 
n» accounl e\e(iui\e t in addition 
to his moiniug show, at WK.MII, 
Detioit . . . Jack Since to news cdi- 
toi ol WINS, New York . . . Rand) 
Archer to assistant general niana- 
gei and sales managei ol K VI , 
Seattle . . . William Claik to man- 
ager of KING* Seattle, replacing 
Eail V. Reillv, [r. who moves to 
local sales manager ol KING TV. 
elfecti\e 1 Octobei . . . Jerry Hirge 
to sjjoits direc toi ol W'lA'W, 
l'Aans\ille . . . G. Ganoll Lai kin 



to \ ic e picsident in chaige ol mid- 
west operations lot I'l.nikhu Hioad 
< asiiug ( a>. 

Kudos: Golden N I i c l o p 1 1 o i i c 
\w.ud lionoiing then l M) \eais ol 
alhliation with (JiS Radio went to 
IvSL, Salt Lake Guy, W'SliT, South 
Bend. WIWG Gieensboio, .mcl 
WNOX, Knowillc. 

Fm 

WTMT, Chicago's hue arts fm sta- 
tion, has sco i ed sur h outstanding 




Pete Holland, of S.S.C.&B., joins the Tricorn Club 

How come? He's wise, that's how. Wise to the fact that North Carolina's 
No. 1 metropolitan market (in population, households and retail sales) is that 
combined three-city "tricorn" . . . Winston-Salem, Greensboro, and High 
Point. Want to join the Tricorn Club? You're probably eligible already, if 
you're also wise that North Carolina is the No. 12 state in population. And 
in the market upper crust today, my deah, one simply doesn't ignore the 
No. 1 market in the No. 12 state! And while you have your lorgnette out, 
remember WSJS Television is your best sales entree to all this Confederate 
money. 



r Census 





TELEVISION 

WINSTON -SALEM / GREENSBORO / HIGH POINT 

Ted VanErk, of Pelers-Griffin-Woodward/'hats" Pete with Club symbol 
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sales gum tli that other fillers 
around the country still struggling 
for commercial breakthrough 
should take heat t. 

The station reports a 100% in- 
crease iu sales foi the fourth quar- 
tei o\er the same three months in 
1901. V record number ol major 
new* advertisers have signed long- 
teim contracts, including several 
accounts new- to radio. Newly ac- 

4 

quired accounts inc hide Carson 
Pirie Scott Co.; Bowman Dairy; 
Jewel I ea; Sw ift; Stoulfers Foods; 
Kitchens ol Sara Lee. 

Stereo seems to have provided a 
shot in the arm, with these adver- 
tiser signing foi complete stereo 
programs: Motorola; General Elec- 
tric; RCA Victor; Concord Elec- 
tronics. Cadillac and Pontiac have 
| fall sc liedules. 

This spiraling commercial inter- 
est in WFM F, the station philoso- 
phizes, rellec is ad\ ertiser recogni- 
tion of the value of fine arts radio 
for reaching high-education, high 
income households. 
I ^ 

The Triangle fin stations are near- 
ing up for the first coordinated fni 
circulation drive ever attempted in 
their markets. 

The promotion, which will run 
from 5 Novcmber-15 December, is 
built around the theme: "This 
Christmas, Give FM— the Gift oi 
Mate bless M usic ." 

An integral part of the cam- 
paign is a massive spot schedule in- 
volving more than 300 announce- 
ment-! on each of the four Triangle 
fm properties. These spots will be 
donated by the stations, with pro- 
visions for interested dealeis to 
panic ipate. 

Sale*: The radio and tv division of 
General Electric- (YfcR) will spon- 
sor the series of one-hour Victor 
Borge shows on a 40-station OXR 
(FM) network starting S October. 
It's the first national network radio 
j show to be 1 broadcast in fm stereo. 

Expansion: KMLA, Eos Angelas, 
is stepping up its stereo schedule 
since the completion this mouth of 
a modern stereo studio. 

PEOPLE ON THE MOVE: Joseph 
F. Parsons to general manager of 
KFMl\ Los Angeles. Mai Ewing 



and Richard J. Baroda have joined 
the station's sales stafT. 

Networks 

Part of the ABC TV promotion for 
its fall lineup is in the coloring 
book tradition. 

Several of the network's top 
shows, old and new, are featured 
in the book. 

Sales: NBC TV coverage of the 
19(>2 elec tious, f> November, to 
Lincoln-Merc ury division of Ford 
(K&E) for one-sixth sponsorship 
. . . Clairol division of Bristol-My- 
ers (FC&B) bought alternate-week 
sponsor ship of NBC TV's "Elev- 
enth Mom" . . . NBC TV's 30 No- 
vember special "Shakespeare: Soul 
of an Age" to Lincoln-Mercury and 
L&M . . . Timex (Warwick Sj Leg- 
ler) and Lipton (Y&R) will spon- 
sor NBC TV's re-run of "Peter 
Pan" on 9 February. 

4 

Kudos: William K. McDaniel, ex- 
ecutive vice president, NBC Ra- 
dio, has been appointed to the ex- 
ecutive board of the Broadcast 
Pioneers, New York chapter. 

PEOPLE ON THE MOVE: 
George A. Graham, Jr., to vice 
president of NBC Enterprises divi- 
sion, from \ice president and gen- 
eral manager of the NBC Radio 
Network . . . Jack Ansell, former 
contributing editor of sponsor, to 
ABC TV sales development as a 
sales presentation writer . . . Ben 
Brady, executive in charge of pro- 
graming, Western division, for 
ABC '1 V, to vice president . . . 
Arthur F. Kane to manager of live 
and videotape production. Gerald 
Slater to production supervisor, 
Frank Fit /Pat rick to manager of 
administration, Washington, for 
CBS News . . . David A. Engles to 
central sales manager and Paul C. 
\ loiter to western sales manager, 
NBC Radio, 

Reps 

Stephen A. Machcinski, Jr., vice 
president and general sales mana- 
ger of Vomit* Television warned 
tv stations not to take for granted 
the c urrent bullish character of the 
spot tv market. 

lie told the board of directors 
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oi the TV Coi p., of M i( higaii, 
which owns W'll.X 1 \\ Lansing, 
that "this is not i In* time u> sit 
hack and count oin (hips, hut rath- 
cr to continue to de\ ise fresh ways 
oi making oui sci\ice demanded 
even more by the public and oin 
commercial time coveted that 
much more In advertisers." 

Appointments: WRDW I V, Au- 
gusta, and \VP>()Y-TV, Clarksburg 
to Young Tv and WSTV, Steuben 
\illc, and \\T>()Y, Clarkshnrg to 
Adam Yonnir . . . WSLSTV, Roan- 
oke, to Knt/. 

PEOPLE ON THE MOVE: 
Thomas Carroll to H R Repre- 
sentatives as account executive . . . 
Robert Hell to vice president and 
general manager of the midwest of- 
fice ol Bernard 1 loward. 

Film 

The post-1930 feature him market 
to tv is richer by 166 films just re- 
leased bv Seven Arts and Screen 
Gems. 

The Screen Gems group, 73 Co- 



lumbia Pic tines leleases, has al- 
i each been sold to loui CP>.N TV 
oXjo's ( New \ oik, Philadelphia, 
Chicago and St. Louis). 

1 he Se\ en \i ts pac kagc, 9.5 Wai 
nei P>ios. and 20th Ceniiu \-I*ox 
leatuies. will be sold as volumes 
lour and fi\e of the firm's post -*50 
hhn groupings. 

Sales: MGM-TV s "Sain Ueuechc t" 
to Cianada 'l V for telecast in the 
Cubed Kingdom . . . Robeck & 
Co. has sold " Hails West," retitled 
episodes of "Death Vallc\ l)a\s," 
in maikets to date . . . Allied 
Artists Tv's 18 "Powers' Hons" fea- 

t e 

tures to MetroMedia stations . . . 
AliC Films' "Casper the Friendly 
Ghost & Company" to 70 markets 
and "1 he Rebel" to 51 maikets to 
elate . . . Screen Gems' post-18 Co- 
lumbia feature library to Croslev 
lhoaclc astine lor its mid-western 
outlets and others, raising total 
sales to an even 100. 

Public Service 

NP>C Films has launched "Opera- 
tion: Education," a campaign to 



clisii ibnte spec ial pi ngi aming 10 
educational t\ stations tin ouglioui 
the couutn. 

The new plan has bee n initiated 
with sales ol "Cauico I hcatic to 
six non e ounuc i t i.d stations 

Othci sei ies in be- distiibutcd in 
c hide "Medic "\ i< toi \ at Set," 
and 'Tiojcc t L ; 0." In addition. \ 1U 
Films is c oils idea ing the develop 
incut of shows spec ilu alls lor the 
educ atioual mat kc t 

Public set vice in ac t ion: 

• W VVY, X o r 1 ol k X c w po i i 
News, has .stalled a uuicpie pioject 
lor the olhceis and men who man 
the nuc leai powered I'.S.S. Hum 
prise. A tape tecoiding unit has 
been set up and all dependents of 
the men aboaid ha\e been imbed 
to stop b) and 1 ec oi d a message 
lor playback on the carriei's sound 
system. 

• As in \cais past, WERE, 
Cleveland, is picnicling education- 
al station WBOK with daily news 
casts to be broadcast to Cleveland 
public sc hools. 

• "PS 1," the moi uing educa- 
tional set ies on K.MOX-TV, St. 



Newsmakers in tv radio advertising 





Alan Silverbach, presently direc- 
tor of international sales at 20th 
Century-Fox Tv, will be director 
ol" both interna tiomil and do- 
mestic sales as of 1 October. His 
promotion is part ol a general 
expansion and realignment. Sil- 
\ c rbach joined the international 
department in 1916 acting in 
\arious executive capacities and 
joined the tv arm last \car. 




Fred Harm, a \etcrau of 2 r ) \eais 

in Chicago radio, has taken o\cr 
WAIT, Chicago, as general man- 
ager. Forineih a \ice president 
ot Plough lhoadcasiing and 
general manager of its Chicago 
station WJJD, Harm has le- 
signecl his position with Semrow 
15i oadc ast ing as executive vice 
president and gcneial manager 
to W XMP, Evansion. 



Joseph B. Somerset has been 
elected \ice piesident ol Capital 
Cities broadcast ing, in charge of 
all radio programing. He joined 
CC in 1959 and in the fall of 'GO 
became director of program op- 
erations for WPAT, Paterson, 
X. f. Before joining CC, Somer- 
set was program director for Mc- 
Lendon stations and. before that, 
was in summer theater direction. 




Robert H. Prater is the new- 
branch manager of Pnoadcast 
Time Sales office in Philadel- 
phia, lie's been with the Muzak 
subsidiary oi the Jack Wiathei 
Organization sine e 1 939 as na- 
tional sales coordinator of sales 
for franchise] s and, prior, was 
eastern sales manager of the 
broadcast division. lie's also 
been at licnton & P>owles. 
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Louis, is now putting emphasis on 
teaching the functionally illiterate 
in the area to rend, spell, and 
write. 

• KFDM-TV, KH.MT-TV, and 
KPAC-TV, Beaumont-Port Arthur, 
coopeiated in a half-hour program 
promoting the annual United Ap- 
peals drive in both communities. 

• WTVN, Columbus, and the 
Richard II. IHInian division of Pe- 
tei Frank Organization, producers, 
are ollering a I2-seconcl jingle (all- 
in" attention to conmuinit\ Sabin 
polio vaccine campaigns. Request 
youi taj>e (S5 Hat cost) by writing 
the Public Service division of Peter 
Frank, 5120 Melrose Ave., I lolly- 
wot >d. 

Kudos: WIL, St. Louis, got a "Cer- 
tificate of Merit" from Radio Free 
Europe lor its support of the 1 902 
fund raising campaign. 

Equipment 

[ulv was the second best month of 
I%2 for distributor sales of radios 
and an average one for sales of tv 
receivers. 

The FIA disclosed that produc- 
tion totals during the vacation 
month were the lowest of the vear 
for both radio and tv. 

Distributors sold 921,089 radios 
during Jul), compared with 1,010,- 
598 in June, the year's peak month. 
July tv sales totaled 119,528 sets, 
against 180,510 the month before. 



McMartin Industries has received 
FCC Type Approval for its FM 
Modulation Monitor. 

A major design breakthrough of 
the unit is its capability of separa- 
tion, either stereo fm oi monaural 
modulation from SCA ninltiplix 
b\ at least f>0 clb. 

One of the most powerful tv broad- 
casting antenna systems ever built, 
capable of radiating 5,000,000 
watts of effective power, has just 
been shipped by the RCA Broad- 
cast and Communications Products 
division. 

Construction of the system is in- 
dicative of the renewed interest in 
uhf broadcasting since recent fed- 
eral legislation on both all-channel 
set production and financial aid 
for etv. 

*Fhe first system has been shipped 
to WSP>T-TV, South Bend, the old- 
est uhf station in the country. 

4 

October will be exhibition month 
for the electronics industry. 

The latest technological ad- 
vances in professional equipment 
for film makers and tv broadcast- 
ers will be featured at the 92nd 
SM PTE Convention Equipment 
Exhibit, Drake Hotel, Chicago, on 
22-25 October. 

A "1 elstar" display from AT&T 
will be among numeious exhibits 
at the* 7lh annual New York High 
Fidelity Music Show, 3-f> October, 
at the X. V. Trade Show Building. 



RC.Y is offering its precision-con- 
structed low-light level image or- 
thicon for color and black-and- 
white tv cameras as a single tube. 

It was previously available onlv 
as a part of the color image-orthi- 
con set. 

PEOPLE O X THE MOVE: 
Henry E. Rhea to president of 
ITA Fleet ionics Corp., Lansdowne, 
Pa., sue creeling Bernard Wise, 
founder of the compam. 

Station Transactions 

WOIA (FM), the only commercial 
fm outlet in the Ann.Yrbor-Wash- 
tenaw Couniv market has started 
operations. 

The 10 kw station broadcasts 24 
hours a clay and is owned and oper- 
ated by Lester Broadcasting Corp. 

II. \V. (Bud) Fester, long asso- 
ciated with WJR, Detroit, as sales 
representative, is president of Les- 
ter Broadcasting and station man- 
ager of the new outlet. 

WCAX, Burlington, has been sold 
to the James Broadcasting Co. of 
Jamestown, X. V. for $300,000. 

The tv outlet, WCAX-TV, is not 
involved in the transaction, which 
was handled bv Haskell Bloom- 
berg, broker. The tv outlet will re- 
tain those call letters and the radio 
station will operate under new call 
letters following approval of the 
transaction bv the FCC. 



wi 



COAST? 




The West Coast cover* a lot of territory, as (in two of our ^ f% 

associates. Colin Selph and Ben Lantern. Both Colin and Hen have j3|« 
spent niort of their busines* lives out West and each 
has vear* of valuable broadcasting experience. Drop in at our 
new and larger quarters or c all CReStview f-ol,"I 



M, 

I 



I 



BLACKBURN & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 



WASHINGTON, D, C CHICAGO 



ATLANTA 



James W. Blackburn 
Jack V. Harvey 
Joseph M, Si trick 
Gerard F. Hurley 
RCA Building 
FEdcral 3-9270 



Clifford B. Marshall 
Stanley Whitaker 



H. W, Cassill 
William B. Ryan 
Hub jackson 

333 N. Michigan Ave. [ oh Jl ?; W,ll, i ms 
Chicago, Illinois 
Financial 6-6460 



1102 Healey Bldg. 
JAckson 5-1576 



BEVERLY HILLS 

Colin M. Selph 
C. Bennett Larson 
Bank of Amcrici Bldg. 
9465 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestvicw 4-6151 



A new radio station has begun 
commercial broadcasting in Hamil- 
ton, Bermuda. 

The new outlet is ZFIi-I, owned 
In the Capital In oaclc asting Co. 
I .tel. Owners are Montague Shep- 
parcl, piesiclent and managing di- 
rector; I)i. V. O'D. King, vice presi- 
dent; Walter Robinson, secretary; 
and directors Arnold Franc i*. Ter- 
ry Biannon and Gilbert Darrell. 

Ronald Evans is station manager 
and William Davis, sales manager. 

On (he air: KDEV, Denver, is 
sc bed tiled to begin programing 
late 1 this month, after five years of 
hearings and engineering changes. 
The station is owned and operated 
b\ Kenneth G. and Misha S. 
Pi athcr, princ ipal owners of RATI, 
Caspei, Wyo. ^ 



Of 
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\\ ANTED TO PCKCIIASE 



Small power tools for wood and metal 
working needed by distributor in Latin 
America. 



(One of thousands of typical export opportunities for American businessmen) 



The world is your morket ploce. From South Americo to South 
Asto there's on immediote need for furniture, construction 
equipment, opplionces, plostics, oluminum. The list is endless. 
And so ore the business opportunities. 

To help U. S. businessmen to toke odvontoge of these oppor- 
tunities, the U.S. Deportment of Commerce is issuing o new 
weekly publicotion. /n/emo/iono/ Commerce contoins hundreds 
of specific opportunities — like the one obove — every week. It is 
designed to tell U.S. businessmen — quickly ond in ploin lon- 
guoge— whot products ore wonted obrood ond whom to contoct. 

For exomple, one compony writes*. 

"We connot overestimote the ossistonce we received from 
. . . your publicotion. . . . Starting from scratch just 18 months 



ogo, this compony is now selling in 25 countries in Europe, Asio, 
Australia, Central ond South Americo, ond North Africa/' 

The United States Deportment of Commerce is reody ond 
oble to help you in many other ways: It con help you find ogents 
obrood, survey your best markets, corry your business proposols 
oversees through Trode Missions, exhibit your products ot Inter- 
national Trode Foirs ond Trode Centers. 

To find out more obout how to get your shore of profits in 
growing world markets, contoct the United Stotes Deportment 
of Commerce — field offices in 35 mojor cities. Or write: Secre- 
tory Luther H. Hodges, United Stotes Deportment of »<^<fc. 
Commerce, Washington 25, D. C. You'll get o prompt " 
reply. 



BUILD YOUR BUSINESS BY BUILDING AMERICA'S EXPORTS 

Published as a public service in caaperalton v.irh The Advertising Counci ond ihe United Stoles Deporirrenr of Cam-Tierce. 
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Frank talks to buyers 
of air media facilities 



It's network radio's turn to bat again 

By Philip D'Antoni 



Netwoi k radio has sik cessfullv 
met a formidable i liallcnge 
li bewail slight 1\ nioie than 
10 u\"h\ airo. Rac k in the carh 
1950\. w*hr u television was the 
Fast-nYing lair-haii cil bo^ oi <oni- 
iniinic atoms, ii looked as though 
network radio would join vaude- 
ville us a peiiod piece that would be 
iondh leiuembered for Ja< k Renny, 
Kdclie ( !antor, Reigan and Mi- 
Clarthy. \mos 'n \ncly, and man\ 
other gieat names. 

l>ut while, In and large, the 
radio business itself and ad alle\ 
were relegating netwoi k 1 adio to 
the Mareoni graveyaicl, theie weie 
men who realized that there were 
millions of people who still lis- 
tened, although they might ha\ e 
changed their lislenug habits when 
they bought a t\ set, and that main 
nioie millions would lctinn onee 
the strange new de\ice became com- 
monplace. Among these men were 
main with talent, imagination, and 
audience insight who also leali/cd 
the importance of developing a 
totally new type of network radio 
that would not only hold existing 
audiences hut re-alliact those who 
had clcfeeted. 



Long before iv, network radio 
rceogni/ecl the intciest oi listeners 
in comprehensive woild-widc news 
coveiage, c omnieniary. spec ial 
events leporting, and public allaiis 
progiaining. Radio, as fai back as 
the niid-19'HFs, heavily balain eel 
entei taiuinent with good news co\- 
ei age. Din ing the last 20 sears, 
this i ul ci est has been intensified as 
Amei ic ans became awaie that 
events in other pans of the world 
had direct bearing on their own 
lives, and today arc anxiously con- 
cerned about world happenings. 

by total emphasis on national 
and world news, and through the 
use ol" personalities who would pic 
sent it interestingly, dramatic ally, 
and auihoiiialiveh . the Mutual 
broadcasting System, pai ii< ularh 
nndei the leadership of Rob llur 
lei»h, and othei networks ha\e 
helped to create a new form of net- 
work radio. 

'The impac i ol netwoik news has 
been pioven o\ei the years. With 
news co\ciage an inlegial part ol 
the programing ol the three na- 
tional radio networks. 1 think 1 
can sa\ that, in coverage, iinme- 
diaev, and efh<icnc\, television has 



not been able to compete. This is 
relict toil in our ratings, ranging 
from l.D dining the week to 2 on 
weekends. 

Rut the resin genie of network 
radio occuned lor more reasons 
than the interest of ihc public in 
distinguished news coveiage. Net- 
woik laclio had to remodel its 
methods ol selling to provide the 
advertiser wiih ihc lowest cost, 
most elfcctive means of exposure. 
Among the achantages it olFcrs the 
advcrtisei loda\ : 

1. Radio listening is local in na- 
ture. Unlike television, listeners 
usual Iv sta\ dialed to one station. 
Through network radio, the adver- 
tiscr can rerun moie stations and 
more people. 

2. Netwoi k radio enables the 
advertiser to bin a larcc number 

4 C > 

of stations at low cost. 

3. Netwoik radio oilers the ad- 
vertiser Uexibilitv. The advertiser 
can purchase ]>iograms, participa- 
tions, sevcu-davs, checker-point pat- 
icms, personalities, special events, 
sports, etc . 

1. Network laclio's frequency 
discounts allow the advertiser more 
mileage lor the dollar: a budget 
that would bin only scattered 
schedules elsewheic permits satu- 
ration campaigns in netwoik radio. 

5. Netwoi k iadio features per- 
sonalities who have national rec- 
ognition and lo\al followings and 
whose handling ol the commercial 
message adds believabiliiy. 

it. The thai aiter of news cover- 
age and special exents programing 
lends prestige to the advertiser. 

7. Netwoik radio's personalities 
and programs offer merchandising 
and other ach eiiisiug plusscs: Capi- 
talize on ihcin in point-of-sale ma- 
tciial. billboaids, newspapers, and 
ma«a/ines. 

8. Netwoik radio is an impor- 
tant tool for the advertiser in se- 
curing the maximum assistance, 
cooperation and enthusiasm of dis- 
tributors and dealers, and in over- 
all jjood lelalious. 

What is the future of network 
radio? In my opinion, unlimited! 
Speaking foi Mutual alone, indica- 
tions aie that lor ihe entile \ear 
of 1902. theie will be an approxi- 
mate 20% inc lease in billing. And 
bec ause of expanded progiaming, 
we anticipate an additional 10% 
in 1 !)(>:*. 
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Phillip D'Antoni is vice p) esident , 
general sales manager, and member 
of the hoard of dilators of the 
M ntnal llroadt anting System. Un- 
furling the banner of netwo) k news, 
lie states, "In coveiaae. immediacy 
and efji( iency, television news has 
not been abb to ( out pete leith the 
uidio net woi ks." tie has also been 
associated with C US ielex'ision's 
development groups. 
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SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



It looks nou tis tlioiii*li s]M>i nulio uill hjiiio tliiough I lie louith (]ikhUt 
with u perky ;ut uinulation of new business. 

The big brenk ol lhc week was the sweeping l>u\ l>\ the ladio jxmoh- 
nkil, Cream (»f Wheat, about which tadio reps hail some (jiialms. l"he\ 
were wotriecl about the product's new agency. Hates, swinging ii ovei 
to tv. 

Other sources of action were Wheaicua, UoideiTs Ready Diet (Y&R), 
1»:iut\s Aspirin (DFS) and Copenhagen Suull" (DCS&S), which is making 
its traditional 10-week buy in rural markets. 

* 

Another major coup planned 1>\ the spot radio reps now appeals to be 
lost, at least for this fall. 

High hopes were pinned on Xeedham, Louis & IVorby, an agency to 
emerge as the hottest radio shop in Chicago, to pull some new accounts 
into the medium this fall, principal]} Mars, Inc. The cotnpan\ had 
shown much interest in radio and was open to pitches. 

As ihiucs now stand: both agent \ anil client belie\e that radio is the 
most direct route to Mats* major maikei, teenagers, and. according to 
XL&P>, by next fall Mars will be reach to tread that avenue, 

For details of last week's spot activities see items below. 

SPOT TV BUYS 

Swingline, Inc. starts today with a $200,000 spot tv campaign to promote 
its staple gun. Schedules will run for 10 weeks in stub markets as 
Tampa-St. Petersburg, Washington, 1). C.-P>altiniore, Cinc innati, Dallas 
Ft. Worth, Seattle-Tacoma. Agency is Al Paid Leitou. 
Roman Product* Corp., makets of frozen Italian foods, kicks off a 1!> 
week promotion in Eastern markets. Included are New Yoik, Uoston. 
Philadelphia, Washington, I). C, Baltimore. Pittsburgh and .Set anion 
Wilkes Bane. Time segments: 10-second spots. Each market will gel an 
average of 300 tv spots during the 13 weeks. Agency: Smith Greenland. 

Dodge is introducing its 1%3 passengei cars with pre announi eiiieut 
spots which run until the end of this month, \nnouiu eiiieut schedules 
begin 1 October and run into niid-Xoveinber. Included are more than 
250 stations in the 100 top Dodge t\ markets national!}. Agency: BliDO 

The Hoover Company, an account that's been out of spot tv for about 
three vents, is bu\ine again in about T>0 markets (or a lout week schedule 
to begin 15 October. "1 he request is for 75 rating points pei week, using 
(lauitne minutes primarily. Agenc\: Leo Burnett. Buyer: Jem Rile\. 

Santa Fe Railroad, unique among iailwa\s for its consistent use of tv, is 
buying a spot campaign in its major on track cities, loi mid -October 
starts. The schedules are for 26 weeks. 1 he bu\er at Leo Buineti is 
Sam Wilson. 

Red L Foods Corp., processor of fro/cn seafood, has begun an intro- 
ductory campaign in the New Yoik market fot the first of its fro/en 
dinner preparations to include desserts in the tra\. The campaign, which 
kicked-ofT 17 September, will run for seven weeks, using about f>0 spots 
per week. Time segments: 10->ccond announcements. \gcnc\: Smith' 
Greenland. 




TIME BUYER 
HAILED! 



BUYS 



WHLI 



sland 



-4TH LARGEST MARKET 
U.S.-A SEPARATE, INDEPEND- 
ENT AND DISTINCT MARKET 



* Nassau-Suffolk (Long Island) 
accounts for more Food Sales 
than 32 states and its %V/% 
Billion Retail Sales out ranks 
the following major metro 
markets: 




Philadelphia 
Detroit 
Cleveland 
Washington, DX. 
Boston 
Houston 
San Francisco 
Baltimore 



Dallas 
St. Louis 
Milwaukee 
Seattle 
Minneapolis 
Pittsburgh 
Kansas City 
Atlanta 



Long Islanders 1'ster, and are 
loyal to WHLI because WHLI pro- 
vides exclusive programs and 
services that are vita' to resi 
dents of Long island 



U IC3 1* 



r ) 10,000 WATTS 



j WHLI 


AM 1100 
PM 98 3 


Nf MPIUiO 

1 0*6 tl 1 4*0, M 1 


tk voice ofi 



PAUL G0D0FSKY, Pres. Gen. Mgr. 
JOSEPH A. LENN, E*ec. VicePres. Sales 



REPRESENTED by CIIL-PERN A 
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President and Publisher 

Norman R. Glenn 

Executive Vice President 

liernard Piatt 

Secretary-Treasurer 

Klaine Coupcr Glenn 

EDITORIAL DEPARTMENT 
Editor 

John E. McMillin 
News Editor 

lien Bodcc 

Senior Editor 
Jo Ranson 
Chicago Manager 
Gwen Smart 

Assistant News EdiUr 
Ilcyward Klirlich 

Associate Editors 

Mary Lou Ponsell 
Mrs. Ruth S. 1 rank 
jane Pollak 
William J. McCnitie 

Art Editor 

Maury Kim? 

Production Editor 
Barbara I.ove 

Editorial Research 

Gathy Spencer 

Special Projects Editor 

David Wisely 

ADVERTISING 

General Sales Manager 
Willard L. Dougherty 

Southern Sales Manager 

Herbert M. Martin, Jr. 

Western Manager 

John E. 1'carson 

Northeast Sales Manager 
Edward J. Connor 

Production Manager 

Lconicc K. Mcrlz 

Sales Service Secretary 

Belle Solomon 

CIRCULATION 

Manager 

Jack Rayman 

John J. Kelly 
Mrs. Lydia Martinez 
Sandra Ahraniowitz 
Mrs. Lillian Bei kof 

ADMINISTRATIVE 

Business Manager 

C. 11. Barrir 

Assistant to the Publisher 
Charles Nash 

Accounting 

Mrs. Syd Gunman 
Reader Service 

Mrs. Lenoic Roland 

General Services 

George Becker 
Madeline < .mini da 
Michael Grocc< 
lima Feldsleiu 
Dorol hy Van Leuven 
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SPOT-SCOPE 



Continued 



t 



American Sngai Refining will launch an expensive spot tv campaign from 
Oc tober to Novembei on behalf ol Domino sugars. Schedules will run 
in 07 Domino marketing areas. Time segments: minutes and 20%. Agency: 
Ted Kates. 

Lever Bros, is going into a score ol major marketing areas to herald new 
design features of its New Lu< ky Whip aerated dessert topping. The 
campaign is scheduled to run foi 1.1 weeks. Agency is Ogih\, Benson & 
Mather. 

Knouse Foods will promote its Link} Leal Baked Apples starting mid- 
Oetobei for six weeks. The request is lor daytime minutes and prime 
breaks in selected markets. Agency: Marketing R: Advertising Associates, 
Philadelphia. Buyer: Bern Shepherd. 

National Biscuit is going in loi Nabisco 1 00* t Bran Flakes. Schedules, 
which start today, aie to run lor 13 weeks. Lime segments: adult audi- 
ence minutes Iroin 0 p.m. on. Agencv: Kenyon & E< khardt. Buyer: 
Helen Lavenclis. 

American Home Products wants minutes, both da\ and night, to start the 
soonest lor 13 weeks. The bin is on behalf of Aerowax. Aeenc\ is Ted 
Baton and the bujing contact is Tom Glance). 

Reliance Manufacturing Company will promote its shirt line with a selec- 
tive market camj>aign. The request is for a women's audience using chain 
breaks from i) a.m. to 1 p.m. Agencv: Al Paul Lei ton. Buver: Mike 
Wilson. 

Grove Laboraioi ies Division of Bristol-Myers is lining up markets for a 
campaign on behalf of 1-Wa\ Cold Tablets". Schedules are to kick-ofT 5 
November and run through 21 Kebruan with a hiatus the week c)f 2-1 
December. Time segments": minutes, chain breaks, IDs. Agency: Dona- 
hue & Coo. Bu\er: Beth Black. 

North American Phillips is buying foi its Noielco Llectiic Shavers. Night 
and clav minutes are to start 2f> Novembci lor three weeks. The buVinsfs 
being clone out of C. |. LaRoche b\ Sanch Moshein. 

SPOT RADIO BUYS 

Golden Grain .Macaroni has kicked olf a 52-week campaign featuring 
newlv-c reateel "Golden Moments of Opera" commercials. The series of 
four humoious operatic commercials plugs the theme "20 kinds of paste 
that refuse to sink together." A»enr\ loi the account is Mc Cann-Lric k- 
son. San l'i anc isc o. 

Gameo is active with a 1 3-week campaign in three top markets to pro- 
mote its C ushion Grip. 1\ is also included in the campaign. 'Lime 
segments: minutes. Agencv: Shallcr-Rnbin. Bmei: Dave Nathan. 

National Biscuit's Cream of Wheat (Bates) foi 11 weeks ending 2(> 
December. In around 110 markets. Regular schedule inns five or more 
spots a week, with additional spots to be determined In the local winter 
weathei . 

Whcaicna (llcnt) issuing sdiedules loi live to 10 spots a week for 
maximum of 0-7 weeks, with cliilerent starting dates, in 20 markets. 
Bu\ei : Done 1 limine 



SPONSOR/21 siiMiMiu-R 1902 




"...the three of us on WTIC Radio?" 




"Sure Bob . . . you, I, and Fred Bernard!" 




But why Fred Bernard? 




"It's his microphone!" 



r 

j 




NOW. . . BOB & RAY are on 
THE FRED BERNARD SHOW 

3:30 TIL 6:00 P.M. WEEKDAYS 

WTIC f RADIO 

50,000 WATTS Hartford, Connecticut 
Serving rich, rich, Southern New England 
Ask your nearest HENRY I. CHRISTAL man for availabilities 





One of the top five test cities is Atlanta. It has all the characteristics of 
the ideal test market. And WSB-TV, with a 44% average share of audi- 
ence (ARB, April, 1962), is the top tv station in this market. Television 
today is the best single medium for testing your product ... and 
WSB-TV is the single dominant station that can test your product best 
in Atlanta. Schedule your product test in America's 24th market on 
Atlanta's WSB-TV. 

Reprcarnted by 

W^^^Ql Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC/WSOC-TV, Charlotte, WHIO/WHIO-TV, Dayton. 





